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ough Proofs 


“Crosby vacations, but not Burl 
ves,’ reports the world’s great- 
st advertising journal. 

Even making transcriptions gets 
i be work after a while. 

. el ee 

An advertising man_ reports 
finding a basket of fruit, compli- 
ments of the management, in his 
room after checking in at a big 
Chicago hotel. 

Either business is getting worse 
o¢ dispositions are getting better. 
a. © 
“If it’s opossums you want,” 
sys WTIC, “use a hound dog in 

Kentucky.” 

Down there they’ll settle for 
possums. 

YY VF F 

“We can make some copywriter 
happy,” a Pittsburgh agency con- 
fidently announces. 

It will be a lot easier to make 
him happy than to keep him that 
way. 

7 OF 

Chesapeake & Ohio has put 
wer a lot of revolutionary ideas 
in the railroad business, but if 
they succeed in their new no- 
tipping program, it will join the 
atomic bomb in marking a new 
era in history. 

7 FF 

Modern improvement note: 
Mammoth Cave, which has been 
pen to public amazement for 
nore than a hundred years, has 

ow installed electric lights in a 
ortion of its underground’ laby- 
rnths. 

, i 

Those media promotion ads 
howing mama and papa looking 
pt the same page at the same time 
ught to explain that mama has 
ust seen something she wants to 
uy. 

- = = 

Hoard’s Dairyman is again con- 
ucting its annual cow-judging 
mtest for advertising men. If 
rou can win in this competition, 
ou should have no trouble prov- 
ng you once had manure on your 
hoes. 

, FF *F 

Jell-O has just signed up Baby 
fooks for another three years, 
he story says, and Fanny Brice’s 
dmirers are confident she won’t 
fet a day older in that time. 

. wo 

“Motherhood without misery,” 
S the title of a recent Collier’s 
ticle, but most mothers insist 
hat the misery only starts after 

e child is delivered. 

~~ © 

Gladys the beautiful reception- 
‘ says it’s too bad Mr. Durocher 
las been fired out of baseball for 
947, but think of all the income 
axes he will save. 

¥ VV F 

A motion picture and television 

Troducer looking for a new con- 


ection says, “Location irrele- 

You’d better mention it, any- 
vy v 

The Ad-Libber refers to 


+ 


er’s Day as an example of 
ng commercialism, but no 
has yet been able to find a 
ther who objects to being re- 
bered on that occasion. 


Copy Cus. 


ANA Studies Rising Ad 
Costs; Space Cut Seen 


Ad-Sales Service 
Plan Disclosed; 


Improve Packages, 


Research Urged 


(Pictures on Page 67) 

Cuicaco — National advertising 
schedules are likely to get some 
drastic overhauling, and printed 
media probably will find that, by 
the end of 1947, space sales will 
grow more highly competitive. 
This appeared to be the consensus 
of the 38th annual spring meeting 
of the Association of National 
Advertisers here last week. | 

Members were generally ap-| 


Sell Ideas More, 
Specialists Say 


New Machinery and 
Materials Displayed 
at AMA Exhibit 


PHILADELPHIA—Amidst a welter 


tion of coverage was cited as an-|Show of the American Manage- 
other reason why ad budgets must | ment Association last week heard 
be whittled to keep them from|the country’s top packaging spe- 
rising beyond their proportionate | cialists advocate increased sell- 


| ‘ 
| 
| 
} 
| 
| 


prehensive over rising ad costs, | Of new packages, packing ma-| 
principally from the standpoint | Chinery and new materials, spec- | 
of production, although duplica-|tators at the annual packaging 


iil 
ot 2 INPEX® 2 


NEW ANGLE — Apex Electrical Mfg. 

o., Cleveland, is using a new copy 
and illustration approach—with an ‘'up- 
side down" cleaner—in its national 
magazine copy this month, through 
| Meldrum & — (Story on Page 
82. 


U.S. Television 


usefulness. 

Behind closed doors, about 350 
representatives of national ad- 
vertisers heard warnings that they 
must utilize research to make ad- 
vertising dollars carry heavier 
loads. Ben C. Duffy, president of 
BBDO, devlated that careful | 
studies of vai*Sus media and com- 
binations of media will make it! 
possible to avoid excessive dupli- 
cation. 

Rates per thousand in national 
magazines are virtually no higher 
in view of the “bonus circulation” 
which each offers. However, this 
“bonus” may cost various media 
some sales of space, it was pointed 
out, when advertisers realize that 
they can, with careful studies of 
areas covered, reach the same 
markets with less space, or fewer 
media, or possibly both. 


Circulation No Guarantee 


Mr. Duffy also pointed out that | 
large circulation alone is no guar- | 
antee of wasteless consumer cov- 
erage. Although the statistics of- | 
fered were not made available, it | 
was shown that memory of | 
readers drops substantially over | 
given periods following the initial | 
reading. To offset reader forget- | 
fulness, advertisers were warned 
to study copy preparation care- 
fully to assure maximum atten- 
tion by readers. 

Although each of the 10 largest 
magazine advertisers has an aver- 
age of 34 insertions annually, the 
general average is about seven, 
the group was told. Mr. Duffy 
declared that the nation’s largest 
advertisers became leaders. in 
their fields because of advertis- 

(Continued on Page 80) 


Chess Experts | 
defend ad layout man | 


. . | 

in ‘Voice’, Page 62. 

Other features: 
Ad-Libbing Oe RET ET. 
Advertising Market Place 68 
Business Paper Figures. . . 52 
Coming Conventions 44 
Department Store Sales . 40 
Editorials .. . 10 
Feature Page . 45 
Getting Personal . 16 
Information for Advertisers 10 
In Washington 50 
Photographic Review 75 


Rough Proofs i 


| newspaper advertising campaign to 


ing of new packaging ideas to 
management, and improvement of 
present packages and methods. 

‘Management may not and need 
not know the detail of packaging, 
the trend in labeling, the need 
for design changes, and the ad- 
vantages of modern improve- 
ments,” said William J. Sanning, 
director of advertising, Kroger | 
Company, Cincinnati. This is the | 
job of the advertising and mer-| New Yorx—The United States 
chandising man, he said, and “it’s |Television Corporation recently 
our job to constantly evaluate our | polled about 500 New York tavern 
packages and labels.” and club owners who have bought 

Management can easily be sold|the company’s receivers, to dis- 

on a sound program involving] cover what a television set does 
changes in packaging provided: | to retail beverage business. 
(1) it evaluates the sales possi- The company has received a 
bilities in relation to cost and (2) 128% return on its questionnaire 
it is integrated with manage-|and, although tabulation is not 
ment’s thinking on sales and mer-| yet completed, says tavern own- 
chandising policies, he reported.|ers find video sets a “big stimu- 
lant to business.” 

Some tavern keepers reported 
as many as 300 spectators in a 
single evening, and the combined 
audience of all the sets totaled 

(Continued on Page 82) 


Last Minute News Flashes 


Ships Consoles 
fo Video Centers — 


Bartenders Help 
in Sales Promotion, 
Say Company Execs 


Tells Growers’ Efforts 


In a highly significant speech, 
A. L. Martin, director of research, 
Western Growers Association, Los 

(Continued on Page 81) 


Kenny Starts 77th Anniversary Ads 


BALTIMORE—The C. D. Kenny division of Consolidated Grocers 
Corporation, through Harry J. Patz Company, has increased its 1947 
advertising budget 60% over last year’s appropriation, for a 77th an- 
niversary campaign using 160- to 480-line space in 33 newspapers, 
spot radio in 15 cities, and car cards in three cities, supplemented by 
all types of point-of-sale material and dealer helps. 
to run 26 weeks, was launched April 3. 


Haupt and Kimball Elected BBDO Directors 

New YorkK—Henry H. Haupt, Chicago, and Keith Kimball, New 
York, vice-presidents, have been elected directors of Batten, Barton, 
Durstine & Osborn. Mr. Haupt is executive assistant to John C. Cor- 


nelius, vice-president in charge of BBDO’s western operations, and 
Mr. Kimball is copy executive. 


Piper Aircraft Boosts ‘47 Co-op Campaign 

Lock HAvEN, Pa.—Piper Aircraft Corporation has enlarged its 1947 
include a $430,000 program, 
planned in cooperation with 1,500 domestic dealers and distributors, 
and using foreign newspapers for the first time. Sectional and state 
farm papers also will be used. Hutchings Advertising Company, 


Rochester, N. Y., handles the Piper Cub Special and Super Cruiser 
aircraft account. 


Hudnut Schedules Drive for New Hair Products 

New YorK—Hudnut Sales Company will introduce in June a line 
of hair preparations, with advertising scheduled for 14 national maga- 
zines, rotogravure sections of 53 metropolitan Sunday newspapers 
and promotion on the Hudnut Saturday night CBS network program, 
“Jean Sablon.” Kenyon & Eckhardt is the agency. 


The campaign, | 


NNPA Finally Goes 
on Record Backing 
Own Departments 


Promotion Men Seek 
More Authority, Less 
Detail; Elect Barker 


(Pictures on Pages 64, 65, 77, 78 
and 79) 


Cuicaco—For the first time 
since it was formed 17 years ago, 
the National Newspaper Promo- 
tion Association has endorsed de- 
partmental status for newspaper 
promotion men. 

A resolution adopted at their 
annual convention here last week 
points out that experience of 
many newspapers has proved that 
promotion can perform at its best 
when “planned and coordinated 
in a department of executive 
status,” and expresses NNPA’s 
“appreciation to those newspaper 
publishers who have recognized 
the fundamental value of coor- 
dinated newspaper promotion by 
the creation of separate and dis- 
tinct promotion departments 
which rank equally with other 
principal departments and report 
directly to general management.” 

The NNPA elected Melvin Bar- 
ker, promotion manager of the 
Chicago Times, as president. Ed- 
gar S. Bayol, editorial promotion 
manager, New York World-Tele- 
gram, was elected vice-president. 
New directors included Court 
Conlee, Milwaukee Journal, and 
Vernon Churchill, Journal, Port- 
land, Ore. Frank Knight, Gazette, 
Charleston, S. C., was named sec- 
retary-treasurer. 


Prefer Less Detail 


NNPA members at last week’s 
meeting, and for years past, have 
complained that top newspaper 
executives too greatly restrict 
promotion managers in the 
broader aspects of their jobs, 
while overloading them with de- 
tails of handling some aspects of 
advertising, publicity, etc. 

Among those attending the con- 

(Continued on Page 177) 


Ford ‘Mothers’ 4 
Poster Baby 


Detroit — Nobody’s baby is 
somebody’s baby, it appears. The 
outdoor posters which have been 
bedeviling the public by present- 


ing the picture of an undressed, 
small baby with no identification 
whatever, are now beginning to 
satisfy the curiosity they have 
created. 

The picture is being supple- 
mented by the copy, ‘“ ‘Smooth’ 
as a ’47 Ford,’ and the posters 
will carry either a Ford dealer’s 
name or the slogan, “See Your 
Friendly Ford Dealer.” The teaser 
pictures, which broke early this 
month, are being exhibited on 
118,000 poster panels throughout 
the country. 

In multiple dealer cities, the 
general copy will be used in place 
of the signature. In smaller, one- 
dealer cities, the dealer’s name 
alone will appear. J. Walter 


Thompson Company is the agency. 
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Ford, Latecomer 
fo Advertising, 
Among Top Now 


Tangles Over Spot 
Radio, Local Rates 
Made Media ‘News’ 


Detroit—The industrial empire 


created by the late Henry Ford— 


first to make mass production pay 
but a laggard when it came to 


SELL BY MAIL 


Let this successful mail order advertising 
agency show you how to sell your merchandise, 
books, courses, services, etc. 
ARTWIL COMPANY, Advertising 
26-B West 48th St. @ New York 19, N. Y. 
MEdallion 3-0813 


that early record and stands today 


‘among the nation’s top adver-/|short lived,” he said. 


tisers. / 

Leaders in the industry, recall- 
'ing the early days with the sud- 
|/den death last week of 83-year- 
|old Henry Ford, remember how 
‘he long de-emphasized intensive 
|selling and advertising. But since 
|then Mr. Ford had swung over 
to both national factory and 
dealer cooperative advertising, 
and set an admittedly excellent 
record in both selling and adver- 
tising fields. 


Attitude Has Changed 


John R. Davis, now vice-presi- 
dent in charge of sales and ad- 
vertising, gave the “new manage- 
ment’s” view of Ford company 
sales policy in an interview with 
ADVERTISING AGE only last month 
(AA, March 3). For a long time, 
he recalled, Ford regarded sales 
as “simply a distribution service” 
and “no real importance was 
placed on the value of selling and 


!national advertising in distribut- | advertising.” 
ing its cars—has all but erased | 


“Many things which we tried 


\to do to improve selling were 

“For in- 
stance, ’way back in 1924, we 
started cooperative advertising 


with dealers—then dropped it. As 
general sales manager in 1938, I 


introduced a dealer council— 
which was scrapped.” Ford, the 
record shows, “dumped” both 


policies and cars on dealers in- 
discriminately, and often ruth- 
lessly. 

When Henry Ford was still 
solidly at the helm back in 1933, 
the motor manufacturer made one 
of its major about-faces in adver- 
tising policy by deciding to pro- 
mote its ’°34 model extensively, 
with announcement copy in news- 
papers at all dealer points. Deal- 
ers had been carrying the ball 
previously. 


Used Giant Phone Hook-up 


The company broke the good 
news to dealers with the greatest 
telephone hookup in history, with 
Mr. Ford himself talking via long 


eg eS 


“He’s Averaged 17 Proposals a Day Since He Got the lowa Territory” 


Courtin’ more sales? Then take a look at something 
unique in the way of newspaper coverage! At one 


swoop, the Des Moines Sunday Register gives you 


65% coverage of lowa—enables you to do a multiple 


job with a single medium. For the low milline rate of 


$1.68 you get an assured market—stable today and 


tomorrow. Get started now 


Sunday Register in the territory that pays—and pays 


—and pays! 


ABC Circulation September 30, 1946: 
Daily 362,682—Sunday 475,461 


with the Des Moines 


THE DES MOINES 
anne AND TRIBUNE 
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PACKAGES A STATEWIDE URBAN MARKET 
RANKING AMONG AMERICA'S TOP 20 CITIES 


Basic Member American Newspaper Advertising Network 


aac MOM LOUREING LEERY « FoR euTRCOR LEISURE HOURS 


| BUNTING. 9c ,noe Cae 


WARM-WEATHER COPY — Bunting 
Glider Co., Philadelphia, resumes con- 
sumer ads after a lapse of several 
years in a newspaper campaign 
breaking April 27 with this 1,100-line 
copy in newspapers of 42 cities. Harry 
Feigenbaum Advertising Agency, Phila- 
delphia, handles the account. 


distance to the 10,000 members of 
the dealer organization in the 
U. S. and Canada. 

Again the next year, Ford em- 
ployed a giant ’phone hookup to 
launch the ’35 campaign with a 
million-car goal and plans to use 
newspapers, Magazines, radio, di- 
rect mail, outdoor and almost 
every other available advertising 
medium. 

Ford played a lone hand in the 
industry, and his individualism 
extended to advertising media as 
well as to production of his cars. 

He created one flurry in Janu- 
ary, 1937, with a full-fledged pro- 
test against chain break an- 
nouncements. Ford declared, in 
addition, that it was stopping all 
Ford spot announcements, for 
dealers as well as the company. 
He said the practice “of slipping 
in extraneous commercial spots, 
we feel, is unfair to the sponsor 


and to the public.” He added that 


Advertising Age, April 14, 194 


the company had no objection, 
to spots on sustaining program, 
provided they did not bump int, 
sponsored shows. 

Ford dealer advertising, no 
handled entirely by J. Walte 
Thompson Company, move; 
through hectic days, too. In thg 
fall of 1933, the company final) 
decided not only to approvyg 
dealer cooperative copy but 4 
foster such efforts. But it jp 
dicated then that the co-op cop, 
would have no bearing on its ow 
national advertising. 


Fought Newspaper Rates 


Ford also engaged in a test , 
strength with newspapers ove, 
local and national rates. The com 
pany announced flatly in Apri 
1940, that the Ford Dealer Aj 
vertising Funds Committee jy 
tended to place its copy at thg 
local rates, and would handle ; 
direct to get such rates—thoug 
it preferred to have the ageng 
then in charge, McCann-Ericksoy 
do it. It explained that the cop 
was strictly a local operation, an 
that 75% of the fund went int 
advertising for used cars, any 
way. But the dailies, revealing 
varying emotions at first, op 
posed the move and insisted gq 
the national rate. 

Mr. Ford, who was against join 
ing business groups, finally 
teamed up with the Association 
of National Advertisers in Oc 
tober, 1944. The Ford company 
had parted company with othe 
members of the National Automo 
bile Chamber of Commerce (late 
the Automobile Manufacturer 
Association) at the time of t 
famous Selden gasoline engine 
patent dispute more than 30 year 
ago. And, with the exception of 
two years—1940 and ’41— it did 
not participate in New York’s Na 
tional Automobile Show. 


_ 


Hi a Far 


... but here’ S a way y to! ‘round up” 


sales in Northern India! 


The sales are there, provided your advertising 
covers the people who buy—the people who read 
The Hindustan Times (in English) and The 
Hindustan (in Hindi). 


Both these dailies are published at New Delhi 
India’s Capital City—both have a widespread reac- 
ership in the Delhi Province, the Punjab, N.\\. 
Frontier Province, The United Provinces, Rajpu 
tana, Central India and the Central Provinces. 

Not only because of the coverage offered by 7 /¢ 
Hindustan Times and The Hindustan, but by virtue 


Rates, 


specimens, 


of their high quality readership, too, they should | 
first on your campaign to cover Northern Indi: 


full particulars from: — 
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4 In its first 6 months, SPORT passed 425,000 news- 
stand! 


ising SPORT SCORES Is that good? TIME, for example, had a total net 
read paid of 51,000 eighteen (18) months after its 
The Here are 2, only 2, “quickies” on SPORT’s establishment. 


ability to make sales for its advertisers 


lhi 

rei AT A PROFIT 

N.N 

ajy P. M. GAMES ... a novelty baseball game 


selling for $5 ...“SPORT pulled more actual 
The _ sales than Esquire and True combined. In 
addition to direct sales, SPORT opened up 
several retail outlets.” 


* * * 


RUDOLPH FIELD .. . publisher of sports 

books selling at $1 and $2... “have found 

a market for my books on sport personalities 

\\' and am preparing three more on leading 

\ athletes to take advantage of SPORT’s mar- 
ket.” . 
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Heinz Ad Ofters 
Food for Starving 


European Children 


PITTSBURGH—H. J. Heinz Com- 
pany broached a new kind of two- 
for-one “sale” last week, offering 
to give hungry European children 
a package of Heinz baby food for 
every package purchased by U. S. 
mothers during the week of April 
7-12. 


In an undisclosed number of 


newspapers, 
large-size ad addressed simply 
“Mothers .. .” and advising them 


that “‘You can join with us in 
feeding the hungry children of 
Europe. Heinz, the copy ex- 
plained, is giving outright to these 
needy children 1,000,000 packages 
of baby food. A coupon at the 
bottom asks the mothers to tell 
how many packages they have 
purchased, source of purchase, 
and their names and addresses. 


| Duplicate packages will be dis- 
Heinz scheduled a|patched to Europe, Heinz prom- 


ises. 

The food is to be distributed 
by the American Friends Service 
Committee, which warmly praised 
the food manufacturer and added 
that “other companies may find 
ways of taking similar action 
through the relief agencies of 
their choice, opening wide the 
floodgates of American generos- 
ity.” 


Neither H. J. Heinz II, who 


signed the special ad, nor other 
company officials would disclose 
any further details. Said one ex- 
ecutive: “We want to keep it on 
a strictly non-commercial basis.” 


Resumes Advertising 


Evergreen Playground Associa- 
tion has launched a newspaper 
campaign in California and Ore- 
gon, which is its first tourist ad- 
vertising since 1940. Western 
Agency, Inc., Seattle, handles the 
advertising. 


Farm 


F AM, 


When we asked our readers, for example, what they wanted in a perfect 


farmhouse, more than 7,000 came up with their ideas. Then we engaged 


prominent architects to draw the plans for three types of houses, and 


we submitted the plans to our readers through the pages of Farm 


JourNAL. The response has been heart-warming. Hundreds already 


have written for working plans—paid $5 each for them—expeet to 


build these fine houses as soon as practicable. 


It all goes to show that Farm JouRNAL readers know what they want 


and where to get it. More than 2,600,000 farm families rely on Farm 


JOURNAL, not only for news of things that make for better farm living, 


but also for close and helpful editorial cooperation. A relationship like 


this is a valuable thing—to them, to us and to advertisers. 


Journal 


THE WORLD’S LARGEST RURAL MAGAZINE 
PATTERSON, 


GRAHAM 


Publisher 
PHILADELPHIA 5§ 
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‘Parents’ ’ Strike 
Enters 3rd Week: 
No Talks Planned 


New YorkK—The strike agai, 
Parents’ Institute has entered 
third week without prospect 
settlement. George J. Hecht. pu 
lisher of the dozen magazip 
comprising the institute, told , 
that no negotiations were 
progress and that there Would 
no compromise settlement of 4 
strike. 
At the same time, Mr. Hecht; 
vealed that letters were sent Ap, 
10 to all strikers, notifying the 
that their jobs would be held py 
vided they return to work “imm 
diately,” and that there would | 
no discrimination against strike; 
Few of the 150 strikers have » 
turned, Mr. Hecht said. 
The publisher reiterated th 
all Parents’ magazines are co; 
ing out on schedule; that becay 
printing and mailing §facilitj 
are in Chicago, the processing 
the publications has continvug 
without a snag. 


Assails NLRB Ruling 


In a _ recent statement, )} 
Hecht belabored the New Yo 
regional director of the Nation 
Labor Relations Board for fin 
ing the March 6 election invali 
This election, which the compar 
won, was voided by the NLR 
on the ground that the “capti 
audience” technique was eé 
ployed by the management, i. 
the employes were compelled 
listen to a unilateral presentatit 
by the management at compulso 
meetings. 
Mr. Hecht’s statement vig 
ously disputes this claim. He co 
tends he has been communicati 
with his employes by speaking 
meetings for 21 years, that no 
has objected and none has be 
forced to attend; the captive au 
ence theory has been found i 
valid by a Chicago court, 4 
NLRB Chairman Paul Herzog h 
stated in speeches that NL 
would make no further decisioiy 
based on captive audiences wil 
the federal courts ruled. 
Finally, Mr. Hecht said ¢ 
company welcomes another NLi 
election; under the Wagner 4 
it may not ask for an election 
be held, and so far the union | 2 
not asked for another. 
As for the union’s side of t 
controversy, the book and ma 
zine guild of the United Off 
and Professional Workers, ©! 
reported that f 


immediately al 
the New York regional director 
NLRB invalidated the Parell 
election, it had filed charges 
unfair labor practices, alleg! 
coercion. Until these charges h 
been adjudicated by NLRB 
have been withdrawn (as ! 
would be if the company 3 
union were to enter into a cons 
stipulation), there can be no 2 
election. 


Now Avco Mig. Corp. _ 

Aviation Corporation, 
York, has changed its name 
Avco Mfg. Corporation. 


a — 
Building Supplyhen 
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12,650,000 
PEOPLE 
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MOST READERS PER DOLLAR AMONG THE BIG 3 
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McGraw Appoints 
Whiting Editor 

John R. Whiting, formerly man- 
aging editor of Popular Photog- 
raphy and ’°47—The Magazine of 
the Year, has joined McGraw-Hill 
Publishing Company, New York, 
as editor of Science Illustrated. 

Mr. Whiting succeeds Dexter 
Masters, who resigned after the 
second issue of the publication | 
was produced in June, 1946. Since | 
then the editorial post has been 
vacant, with editorial direction 
vested in a board of four mem- 
bers. Paul Montgomery is pub- 
lisher. 
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‘A8 Statistics 
Plan Defended by 
Labor Dep't Heads 


Industry Supports 
Fight to Salvage 
Essential Data 


WASHINGTON — Labor Depart- 
_ment officials, supported by major 
| business groups, went before the 
Senate appropriations committee 
last week in an effort to rescue 
| the badly cut up 1948 program for 
| the Bureau of Labor Statistics. 

| Its budget slashed from $6,700,- 
| 000 to $2,373,000, BLS outlined an 
lenforced program of _ retrench- 


ment which would put the fa- 
miliar monthly “living cost” index 
on a quarterly basis, and elimi- 


‘nate many other BLS indexes 
| widely used in marketing, labor 


relations and economics. 

Reportedly, the U. S. Chamber 
of Commerce and National As- 
sociation of Manufacturers have 
intervened in behalf of BLS, cus- 
todian of well over half of the 
current economic statistics, out- 
side of agriculture and finance 
compiled by the federal govern- 
ment. 


NAM Asks Expansion 


While the statements of these 
organizations have not, as yet, be- 
come part of the record, Ewan 
Clague, Commissioner of Labor 
Statistics, said NAM had called 
him last week and urged “that re- 
gardless of cuts that might be 
made elsewhere, the consumers’ 


price indexes should be expanded 
and improved.” 

Under the enforced retrench- 
ment, BLS would drop its pro- 
posal to expand the consumer 
price index to cover all states and 
100 cities, including 21 states and 
many small and medium sized 
communities not currently part of 
the “living cost” sample. 

Not only would it have to drop 
the expansion, Dr. Clague told the 


,|committee, but all the consumer 


indexes would shift from a 
monthly to a quarterly basis, and 
the number of cities covered by 
the retail food report would be 
cut from 56 to 34. 


Discontinue Employment Data 


He indicated that the official in- 
dex of wholesale prices, dating 
back to 1890, might be taken off 
a weekly basis, the number of 
items and commodity groups re- 


and 


NASHVILLE 


its retail trade area 


make a prosperous pair . . . Here the family's everyday purchases 
of food, clothing and other items add up to yearly retail sales of 
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duced, and the daily index of 2 
commodities discontinued. 

Dr. Clague predicted that Bis 
would: have to discontinue 4) 
work on state and local employ. 
ment ‘statistics “with the conse. 
quent loss of information compar. 
able between the states on em. 
ployment and payrolls for leadiy 
industries, and the comp let, 
elimination of data for 22 state 
now compiled by the bureau.” 

This program is considered o 
greatest importance by marketing 
men, Dr. Clague told the commit 
tee. 

By providing comparability be 
tween the payroll figures issue; 
by the states, it not only assure 
a good clue to developing ‘“‘troubld 
spots” in the economy, but it as 
sures useful information in plan 
ning a sales program. 

Dr. Clague challenged the state. 
ment of the House committee tha 
BLS “has grown far beyond it 
original concept.” 


Cites Wartime Progress 


While it is true that the bureay 
has grown substantially durin 
the war period, he said, “the war 
gave impetus to advances in the 
scope and detail of economic sta 
tistics to meet needs which had 
become increasingly evident, by 
which had never been adequate; 
met.” 

The progress in statistics during 
the war is comparable with ad 
vances in the physical sciences 
he told the committee. He saj 
heavier costs for BLS grew ou 
of “improvements in the quality 
of the bureau’s data and its serv 
ices.” These improvements in 
clude greater frequency, greated 
speed, greater detail, more indus 
tries and more service. 

Expansion of the living cost in 
dex began 18 months after Pear 
Harbor, he said, because a nine 
week lag was “too slow in 
period of rapidly changing prices. 
Moreover, the report on employ 
ment by industries is release 
within a month, compared wit 
2% months prewar. It has beer 
increased in detail to provide dat 
by locality and by occupation. 

The retrenchment plan woul 
eliminate all local occupation 
wage-rate data, and reduce »b 
two-thirds the number of firm 
surveyed for national wage rat 
figures. BLS would drop all loc 
housing and construction infor 
mation, including local reports 0 
characteristics of dwelling 
started. Productivity reports, oc 
cupational outlook, foreign labo 
conditions, and studies of indus 
trial accidents would all be vast! 
curtailed or eliminated. 


Simmonds Appointed 
V.P. by Stahly 


L. H. Simmonds, formerly wit 
D. E. Sanford Company, Net 
York, has been appointed vic 
president in charge of sales an 
advertising of Stahly, Inc., Sout 
Bend, maker of Stahly Live-Blad 
razors. 

An expanded advertising a 
sales program, under Mr. Sit 
monds’ direction, already has be 
instituted. Newspapers in ké 
cities will be used to sup} 
four-color full-page campaign ! 
leading monthly and week! 
magazines. Sales-training | 
rials and other dealer aids 4 
will be provided. 


To Cruttenden & ager a 


Klein’s Sporting Goods, © 
cago, and Paul, Richmond & 
Chicago publisher, have ! 
Cruttenden & Eger Adve! 
Chicago, to direct their ad 
ing. National magazines, bu 
papers, direct mail and c: 
will be used. 


Getz Joins WGN 


Donald A. Getz, former!: 
A. C. Nielsen Compan) 
joined the sales promotior 
of the commercial (sales) « 
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The Hearst Newspapers 


Oppose 
Smut Peddli 


EXCERPTS FROM AN EDITORIAL BY 


William Randolph Hearst 


WHICH WAS PUBLISHED JUNE 3, 1933 


“Sad to say, there has been a certain definite 
degeneracy in the stage of late years. 


“And apparently there has been a corresponding 
degeneracy in literature. 


“There is a tendency for this degeneracy to 
affect motion pictures, but apparently moving pic- 
tures have been kept in the main on a higher plane 
of morals than the stage or the average book of 
fiction... 


“There may be an element of the public which 
patronizes prurience and vulgarity, but the screen 
should appeal to the better element of the public 
and endeavor by the constant presentation of pic- 
tures of high quality and character and equally 
high entertainment value to educate the lower ele- 
ment of the public out of its debased tastes ... 


“Of course the box office must be considered by 
managers and producers who are in business for 
material success and for dividends, but careful 
analysis of box office receipts shows that many of 
the highest quality pictures with the noblest themes 
have been the best money makers. 


ee 


. . Moving pictures as a whole have reached 
such a position of dignity and importance in the 
community that the better producers should, and 
do, recognize this dignity and importance, and ap- 
preciate the obligation to society that this situation 
implies and imposes.” 


PITH Hy Hoven 
1 A mm) SITERATURES: 


Since these words were written fourteen years ago, the 
screen has repeatedly proved that Hollywood does not need 
to go into the gutter to gain at the box office. ‘*The Yearling”’, 
“The Jolson Story”, ‘‘Henry V”, ‘‘Song of the South”, 
‘Sinbad the Sailor’ and ‘‘Courage of Lassie’’ are recent 
cases in point. The Hearst Newspapers hope that these hits 
will serve to shame and educate those few producers who 
still detour around decency and good taste in producing and 
promoting their pictures. 
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Adclub in 45th Year 


The San Francisco Advertising 
Club, oldest in the U. S., has, for 
its 44th anniversary, printed an 
eight-page pamphlet on the club’s 
service to advertising since 1903. 
Prepared by Earl V. Burke, past 
president, the pamphlet tells of 
many civic activities, the develop- 
ment of advertising courses, origi- 
nation of activities to promote 
various war drives, and activities 
currently supported by the 1,000- 
member club. 


DIE 
CUTTING 
“STEEL RULE DIES 


Write, wire or phone 


ADVANCE 
FINISHING COMPANY 


. 325 W. OHIO STREET 
CHICAGO 10, ILL. 
Delaware 5517-18 
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Nance Elected 
Hotpoint Chief; 
Plan New Factory 


Cuicaco—James J. Nance, for- 
merly executive vice-president, 
was elected president last week of 
Hotpoint, Inc., a General Electric 


|Company affiliate, and as his first 


|chosen for 
the company’s manufacturing ex- | 


official act in the new post, an- 
nounced that Chicago has been 
first construction on 


pansion program. 
The enlarged manufacturing 


|space will have a capacity for 


production of 12,000 electric 
ranges weekly by January, 1948, 
and the program represents an 
added $10,000,000 in plant and 
machinery. 

Mr. Nance succeeds R. W. Turn- 
bull, recently elected a commer- 
cial vice-president of General 
Electric, in charge of the Pacific 
Coast district (AA, April 7). His 
election to the top position at Hot- 
point climaxes a steady climb in 


merchandising and management 
dating back to the early ’20s, 
when he was with National Cash 
Register Company. He _ joined 
General Motors when the Frigid- 
| aire plant was first put into pro- 
|duction at Dayton, O., and later 
filled management positions with 
_ Easy Washing Machine Company 
‘and Zenith Radio Corporation. 
Before joining Hotpoint as execu- 
tive vice-president, he served on 
‘the staff of Charles E. Wilson, 
G-E president, in New York. 


Further Expansion Ahead 


Current production of 1947 
'ranges at the company’s existing 
|plants here is “up to schedule on 
ithe largest production program in 
\its 40 years of Chicago range 
|manufacturing,’ Mr. Nance de- 
clared. Plans for further ex- 
pansion of Hotpoint’s electric 
| water heater and dishwasher fac- 
‘tories in Chicago have not yet 
| been completed. Its manufactur- 
ing facilities for electric refrig- 
erators, home freezers and home 
|laufdry equipment have been ex- 


|panded in previously announced 
moves that “assure a satisfactory 
‘output of these appliances later 
in 1947 as newly designed models 
‘reach full production.” 


Form Research Company 


Globe Trade Research, a new 
| service aimed at helping the po- 
| tential exporter evaluate his par- 
ticular chances in foreign com- 
merce, has been formed at 803 
| Milwaukee Ave., Chicago 22. 
| Principals of the new company 
are Dr. William Freud, former 
director of the German branch of 
Anglo-Iranian Oil Company; Wil- 
liam Kir-Stimon, formerly U. S. 
Department of Interior official 
handling Japanese nationals, and 
G. J. Feigon, a former regional 
OPA price economist. 


Opens Travel Exhibit 


New York State Commerce De- 
partment has opened a travel ex- 
hibit and information center on 
the east balcony of Grand Central 
Terminal, New York City, fea- 
turing a continuous display of 
pictures of the Empire State’s va- 
cation attractions. 


B 


sions. 


There is no substitute 


for FACTS 


uyers of advertising have discov- 
ered that judgment based only on 
experience or opinions frequently leads 
to investments of doubtful value. With 
A. B. C. FACTS as a basis, however, 
judgments based on successful expe- 
rience invariably result in sound deci- 


The reports issued by the Audit Bu- 
reau of Circulations provide the only 
factual basis for evaluating the circula- 
tion of published media. The factual 
description of media distribution as 
shown in A. B. C. Reports is the result 


of actual audits 
made by the Bu- 
reau’s experienced 


circulation auditors. 


where the circulation goes, how it is 
obtained, what people pay for it, and 
many other facts that are essential to 
the sound investment of advertising 


money. 


Furthermore, A. B. C. 


mation about the circulation methods 


and channels used by 


gives advertisers a practical and factual 
index to the qualitative value of its cir- 


culation. 


THE DENVER POST is proud to 
have been a charter member of A. B. C. 


This audited in- 
formation tells not only how much cir- 
culation a publication has; it shows 


verified infor- 


a publication 


AUDITED 
FOR YOUR 


DISTRIBUTION 
ADVERTISING 


Ninety-five percent of the total circula- 
tion of U. S. daily newspapers is audited 
by the A. B. C. When buying advertising 
space, always ask for A. B. C. Reports— 


and then study them. 


Editor and Put 
PALMER HOYT 


she 


THE DENVER POST 


The Vaice of the Rocky Mountain Empire 
. MOLONEY, REGAN & SCHMITT, INC. 
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ELLA S. LEONARD 

Sea Girt, N. J.—Ella S. Le 
ard, 87, retired advertising agency 
executive and former newspaper 
woman, died April 7 at her home 
here after a long illness. Migs 
Leonard and a classmate, the late 
Mrs. Caroline Overman, started 
a newspaper in Madison, N. J. 
and later she worked as a re- 
porter on newspapers in New 
York, Chicago and Washington. 

She entered the advertising 
agency field in New York with 
the Joseph Richards Company. 
and while serving there joined 
Mrs. Overman in financing the 
opening of another New York 
agency, Churchill-Hall. Subse- 
quently Miss Leonard resigned 
from the Richards firm to devote 
her time to the Churchill-Ha]| 
agency, controlling interest jin 
which, she and Mrs. Overman 
sold to H. B. LeQuatte, under 
whose name it now operates as 
H. B. LeQuatte, Inc. Miss Leon- 
ard continued with the agency 
until 1929. 


MRS. MABEL HANFORD 

LARCHMONT, N. Y.—Mrs. Mabe] 
Potter Hanford, well known in 
New York advertising and pub- 
lishing fields, died April 6, after a 
long illness, in her home here. She 
had retired from business in 1944, 
having served the two preceding 
years as circulation manager of 
Modern Industry. For 20 years 
| previous, Mrs. Hanford had been 
a space buyer for Batten, Barton, 
Durstine & Osborn, New York. 
She was the author of “Advertis- 
jing and Selling through Business 
Publications.” 


IRVING A. LESHER 
Cuicaco—Irving A. Lesher, 81 
identified with Chicago advertis- 
|ing for more than 60 years, died 
here April 8. At one time he was 
vice-president of W. D. Boyce 
Company, which published the 
Blade & Ledger; advertising man- 
_ager of Woman’s World, and Chi- 
cago manager of Gentlewoman, 
all of which are now non-existent 
For the past 15 years he had been 
jin the advertising department of 
Extension Magazine, at the same 
|time working with Harley L. 
Ward, publishers’ representative. 


DANIEL F. MCMAHON 

| Cuicaco—Daniel F. McMahon, 
|61, retail advertising manager of 
| the Chicago Tribune, died April 4 
| after a brief illness. 

Mr. McMahon joined the Trib- 
|une in 1908 in the auditing de- 
|partment, shortly thereafter 
| switching to the classified adver- 
|tising department. Later he was 
| manager of the western division 
|of the Tribune’s national adver- 
tising department, and also served 
as manager of the Tribune’s gen- 
eral advertising department. 


|WILLIAM N. ROSSI 

| New Beprorp, Mass. — William 
|N. Rossi, 51, partner of Rossi & 
Hirshson advertising agency here, 
died April 2 in the Joseph Pratt 
Diagnostic Hospital, Boston. Pre- 
vious to his agency connection hé 
was, for a number of years, 10 
the circulation department of the 
New Bedford Standard-Times. 


Pushes Aluminum Paint 


United Gilsonite Laboratories, 
Scranton, Pa., will use industrial, 
business, and farm publications 
promote Gilsalume, its new pro- 
tective and insulating aluminum 
roof paint. Lynn-Fieldhouse Ac- 
vertising Agency, Wilkes-Bar' 
directs the account. 


‘Joins Meredith . 
| Dan Carmichael, formerly hea 
of the department of marke‘ 
at Boston College, has joined 
research staff of Meredith P 
lishing Company, publisher 
Better Homes & Gardens and 4 
| cessful Farming, Des Moines. 
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ILLUSTRATED 


“WHICH PERFUME, MADAME?” 


. ‘ HAT IN THE WORLD will science do next? 


In the April issue of SclENCE ILLUSTRATED you will 
find an article, ““A Rose by Any Other Name,” which tells 
that perfumes will add scent to dress fabrics—paints—foods 


—leather—whiskey—and many other commonplace products. 


But that’s science all over! Always doing something seemingly 
impossible that makes our living more exciting—more com- 
fortable—more worthwhile. While we take life for granted, 
science is working for us; developing atomic energy—television— 
phones in our cars—radar—rockets—and hundreds of products and 


services that were dreams not so many years ago. 


SCIENCE ILLUSTRATED ferrets out the newest wonders of 
science—translates them into terms of daily living—wraps them 
into the thrilling, colorful, pictorial, tersely written 
package that is ScrENCE ILLUSTRATED—and 

takes current science to over one million 

alert readers who keep their minds in 

step with the times. 

SCIENCE ILLUSTRATED satisfies the craving and 

curlosity of an audience eager to know what's 

going on around them; what’s going to 

happen in their future; and, what it’s 

going to be like in the world 


of tomorrow. 


A McGRAW-HILL PUBLICATION + 330 WEST 42nd STREET + NEW YORK 18, N.Y. 
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We Can't All Be Doctors or Artists 


The study of vocational pref- 
erences of high school boys and 
girls made by the Institute of 
Student Opinion, and reported in 
this issue, contains some highly 
significant implications, which 
business should assess carefully. 

Of course, asking children (even 
of high school age) what they 
would like be doesn’t even 
come close to providing the answer 
to what they will actually be or 
do. But it is still pertinent to 
consider that one-third or more of 
a very substantial segment of the 
secondary school population (more 
than 72,000, in this case) has its 
mind’s eye set on a “professional” 
career. And from the standpoint 
of business and advertising men, 
it is perhaps even more significant 
that only five per cent evince an 
interest in any phase of selling. 

An economy which can support 
one-third 


to 


its population § in 
“professional” ranks of various 
kinds, and which numbers 
five per cent of its working force 
as salesmen, would be an uncom- 
one indeed. Yet it becomes 
increasingly obvious that the coun- 


of 


only 


mon 


try as a whole is moving in that 
general direction. 

Despite the fact that mechanized 
war was touted five or six years 
ago developing a tremendous 
interest in manual skills among 
our youth, it has become clear that 
the basic trend away from “shop 


as 


work” or “physical labor” is con- 


tinuing. It is demonstrable, we 
think, that vocational desires are 
very largely a function of educa- 
tion and of social prestige. A high 
school education has already be- 
come practically assured for every 
youth in the population, and at 
the present rate it will not be long 
before a college education reaches 
the same status. 

Unless the historic relation be- 
tween education and vocation can 
be changed, it is not too difficult 
to conceive of a time when our 
economy will be completely top- 
heavy with “professional” people, 
and woefully short of ladies and 
gentlemen who gain their liveli- 
hoods “by the sweat of their 
brow.” 

There are three possible long- 
term solutions: Inventive genius 
may find some way to eliminate 
the need for manual labor (which 
we somehow doubt); the social 
desirability of manual labor and 
its personal rewards, if any, can 
be emphasized so that the scale of 
favor is tipped in the other direc- 
tion; or, the “‘dirty jobs” can com- 
mand so high a relative scale of 
pay that the numbers 
of people will be induced to pur- 
sue them despite their natural in- 
clinations 

Perhaps the advertising and 
public relations forces would not 
be so foolish if they began to doa 
little thinking about this little 
cloud the horizon. 


necessary 


on 


Keep Research in Its Place 


We're all for 
market research. 


marketing and 
We have been a 
devotee of the scientific approach 
and 
considerable 


in marketing for years, we 


have devoted a 
amount of space to research tech- 
and results. 


with a 


niques, methodology 


But, in common good 
many competent research men, we 
little bit 


manner in which 


are just a worried about 


the research 1s 


being picked up bodily and hoisted 
onto a pedestal as the current darl- 


ing of the marketing and adver- 


sing world. There are no longer 
inv doubters: there are only de- 
vout believers, all mouthing the 
word reverently and genuflecting 
et ‘ ni i new torce W Cc! 
n to ea vert 
f lis il rketn ou 
ne A erne 
Rese r¢ ele 
te ge! esear( s vita B 
t t eS i { \ 
Ke it 1 1 é 
( t int 


better than 
and it won't change 
immutable of 


ket one bit bigger or 
it actually is; 
of the 
economics. 


any laws 
Research isn’t a mysterious pan- 
acea. It is simply a marshaling 
of existing facts. It ought to be 
and intelligently 
when a better knowledge of exist- 


done done 
ing facts will be useful and help- 
ful. It ought 
when a more thorough knowledge 


never to be done 


of the facts won’t make any 


es- 
sential difference, and it most cer- 


tainly should never be done just 


} 


because every one else is doing it 


The best rule of thumb we know 
of to lay down beside a projected 
marketing research program is 
this Will the answers we get 
really make any important dif- 
ference in the way we, or our 
clients, or our aavertisers oper- 
ile If the answer is ves, by all 

é do the researc} But if you 
can't call off specific, practical ad- 

ges, Save your money. 


Wesco Dealer's Profit Guide 


"Oh, no sir, he never buys anything—he just comes in once a day for a free 
demonstration of our Westinghouse cozy glow." 


Kites Away 

After several weeks of grouch- 
ing, we’d like to show you an ad 
which has our warmest praise. 
It is sponsored by the Seattle City 


© PARENTS TEACHERS CHILOREN 
Kites should NEVER be flows near electric 
wires! When @ flying bite string touches 
an electric wire, there is every chance the 
child holding string will be bedly burned 


or instantly billed! You have ne wey of be- 
ing sure how high voltage of wires mey be. 


@ There con be denger tn 
ANT wires! Ply bites OWLY 
in open fields or public 
playgrounds. 


Light Company, and warns young- 
sters of the danger of flying kites 
near power lines. 

This copy ran on Page 1 of the 
Seattle Times, and W. V. Mackay 
Company, Seattle, is the agency. 


Hitler Lives 

This unpleasant title is the 
name of a song written by a fel- 
low named ‘Red River Dave” 
McHenry, and according to WOV, 
New York, the ballad is really 
something to write about. 

Said WOV’s restrained 
release: 

“In the 
and the 
language 
reaches 
than a 
ballads. 
and the 
hope in 


press 


simple, swingy 
crystal-clear, 
of the 


music, 
unaffected 
‘plain’ folk, it 
farther into the heart 
thousand and one heroic 
It expresses the hope— 
doubts which cloud that 
the minds of all of us. 
At present, its exact significance 
and potential strength is. not 
known, but the song, since it came 


to the attention of the musical 
world a few weeks ago, has been 
a veritable bombshell and bone 
of contention.” 

Further, “Rosalie Allen re- 
corded the song . « 40r RCA 
Victor. Victor will break records 


in rushing it to counters and juke 


boxes Rosalie Allen is the 
United States champion girl 
yodeler, and number one hillbilly 
girl singer, disc-jockey and re- 


cording artist (for RCA Victor 


exclusively ).” 
We haven’t heard the song. But 


anything simple and_= swingy, 
crystal-clear and _ unaffected, a 
bombshell and a bone of conten- 


tion, must be extraordinary. While 


Victor is breaking records, let’s 
hope it got them all. 
Give! 

Loew’s Criterion, New York, 


was recently advertising “Johnny 
O’Clock,” and deep in the corner 


this 
tag for the Red Cross. 

Our scout thinks this is too ex- 
treme a method of solicitation. 


appeared cut and drop-in 


Jottings 
Ill wind dept.: The atomic 
bomb threat has boosted farm 


sales to a new high, according to 
E. A. Strout Sr., head of Strout 
Agency, which last year sold 5,808 


farms and small business in 30 
states for approximately $40,- 
000,000. 

Carling Breweries Ltd., To- 


ronto, started a conservation club 
a year ago, composed of people 
who wanted to conserve natural 
resources. It now has 30,000 mem- 
bers. 

The Pittsburgh Post - Gazette 
has compiled an anthology of Cy 
Hungerford’s cartoons, AA 
readers who want a copy may 
write the public relations depart- 
ment of the newspaper... 

One of our friends recently 
handed an eviction notice received 
three promotion pieces 


and 


from stor- 
age and van companies next day, 
illustrating the 
tunism that business. It 
reminds us of the description of a 


selfless oppor- 


exists in 


slum a friend of ours used to give: 
“A neighborhood 
and the 
partnership.” 


wolf 
working 


where the 


stork had a 
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No. 2782. Minnesota Drug Stor 
Directory. 

The Minneapolis Star and Trib- 
une has issued this pocket-size qj. 
rectory, which contains a ]j 
drug wholesalers, chain and coop- 
erative group headquarters, wi: 
their executives and buyers, a; 
names of all individual drug store: 
in Minnesota. 


No. 2783. Catching Up with Plas 
tics. 
This folder, issued by Hair 
Publishing Company, compiles the 
latest facts about plastics as a) 


plied to home furnishings.  Iilus- 
trations show uses for the man) 


newly developed plastic materials 
with their trade names and quali- 
ties. 


No. 2771. A Picture of the Ameri- 
can Teacher Out of School—Iv 
School. 

This study, made by State 
Teachers Magazines, reports a su: 
vey of subscribers in 39 states, and 
covers ownership of autos, radios 
etc., preferences for branded prod- 
ucts, travel expectations and othe: 
extra curricular information. The 
“in school” part of the report deal 
with practices in teaching nutri 
tion and cleanliness, use of radi 
and visual education, and the us 
of informative advertisements i: 
the classroom. 

No. 2772. Syndicated Sunda: 

Magazines—An Appraisal 

“The advertiser or advertising 
agency which refers to advertisin 
in syndicated Sunday magazine 
as ‘advertising in Sunday news 
papers,’ or as ‘advertising in news 
paper supplements,’ when promot 
ing this advertising to the sale 
force or trade, is throwing away 
valuable merchandising powe 
which has been bought and pai 


for.” This is one of the point 
made in an evaluation of syn 
dicated Sunday magazines >) 
Lionel Moses, vice-president of 


Parade Publication, Ine., wv 
he illustrates with a case history 
cited as a typical example. 

No. 2757. 
Folder. 


Market data, including an ABC 
circulation map, fill this file-siz 
folder, issued by the Schenec:ad 
Gazette. The material incluces 
description of the area, its sch ols 
transportation, industries an 3! 
analysis of population, em; |0) 
ment, payrolls, housing and r an) 
other details. The history, : a 
agement, editorial program, a4 
circulation record of the new °p2 
per are described, with an ov Jn! 
of its editorial features. 


Schenectady Fact 


No. 2756. Ranchmen Want ti 
A ranch survey 
Cattleman is analyzed in 
folder, which covers, along t 
some facts and figures on 1! 
men and ranch operations in 
eral, 22 items not inclu 
everyday necessities—that r 
men want to buy. The ite 
cluded in the want-to-buy 
include such things as wate 
tems, windmills, pick-up 
fencing, minerals, etc., and 
cate an immediate potential 
ket of over $500,000,000, the 
says. 


made by 


[Aa 
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nial ee ened 

news e - ie 

news ncn ik ei on TE 8 Tice laa More oil men CONCENTRATE their reading time in 

omot more from their comet : ; ; 

sale valuable reading time TO ae : “The Journal” rather than simply duplicate their efforts 

away - . . and advertisers 

| — = greeter onan Wee in some of the “other 26 oil papers.” 

point This series appears | hg 
a > ig Pec Minn Bg richer es More advertisers CONCENTRATE their advertising in 
nt of and in The Oil and * eS me ; 

stl Gas Journal. The Journal” rather than spread their budget too thin 
Listory 
among some of the “other 26 oil papers.” 
This CONCENTRATION saves time, saves money, and 

» ABC 
le-siz produces a much greater return for readers and advertisers 
e( 
= alike because they’ve found by experience that when 
C 
_ ’ YOU a 
ne a “Follow The Journal .. . YOU follow the Oil Industry.” 
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Plymouth Trims 
Prices; Nearer 
Competitors Now 


Industry Production 
Shows Gain for Week; 
Truck Record Seen 


Detroit—With price cuts rang- 
ing from $25 to $55 per car, 
Chrysler Corporation last week 
moved its line of Plymouths closer 
to a dollar-for-dollar competitive 
battle with Ford and Chevrolet. 

Announcement of the lower 
prices was made without further 
explanation by Plymouth execu- 
tives, but the trade interpreted the 
step as a competitive one which 
will restore the prewar price re- 
lationship among the “Big Three.” 
The cuts, effective immediately, 
cover all Plymouth models except 
the convertible coupe and station 
wagon. Dodge, DeSoto and Chrys- 
ler lines were not affected. 

The Plymouth announcement 
came close on the heels of a $20 
slash in Ford’s price on the six- 
cylinder business coupe, and Hud- 
son Motor Car Company’s decision 
to boost prices $25 to $69 because 
of increased production costs. 
Earlier in the year Ford started its 
independent campaign to end an 
upward price spiral by trimming 
prices $15 to $50 (AA, Jan. 27). 


Prices Vary Little 


A comparison of factory prices 
on the “Big Three’s” standard 
two-door sedans shows Chevrolet 
at $1,072, Ford at $1,070 and 
Plymouth at $1,079. Prices on the 
deluxe four-door sedans. are: 
Chevrolet $1,194; Ford $1,195 and 
Plymouth $1,214. 

Others in the industry expressed 
doubt that either Ford or Chevro- 
let would follow with new price 
cuts, since both are still below 
Plymouth price levels. General 
Motors had announced a $100 per 
car price increase on its entire 
line last November, to equalize 
what it assailed as a discrimina- 
tory OPA formula setting postwar 
prices and a special “hardship” 
boost granted Ford. 

The Plymouth cuts gave Chrys- 
ler new ammunition in its nego- 
tiations with officials of the C.I.O. 


$650,000,000.00 
CAN’T BE WRONG! 


That's the value of manufac- 
goods W inston- 
1946*, an amount 
than 


tured in 
Salem for 
which more doubles 
total the 1939 


Census of Manufacturers 


the value in 


That's the kind of market in 
which you need to puf your 


advertising dollars to work! 


\s a Manutacturing Centet 

Winston-Salem is tops fron 

Virginia to the Gulf — the 
l ( tv in the 

~ ? Ti | “ it 

! § , I ertis s 


J OURNAL and SENTINEL 


Winston-Salem, North Carolina 


Nationa! Representative 
KELLY-SMITH COMPANY 


United Auto Workers union on 
new wage and contract demands. 
Production in the entire in- 
dustry, meanwhile, rose to 102,478 
cars and trucks in the U. S. and 
Canada last week, according to 
Ward’s Automotive Reports, and 
probably would have set a post- 
war record except for circum- 
stances which “militated against 
planned programs.” Production 
during the previous week was 
100,355 units, while a year ago it 
was 47,735. Of the latest total, 


68,395 cars and 28,753 trucks were 
produced in U. S. plants. 

Blamed for slowing production 
were parts shortages caused by 
blizzards, absence of workers be- 
cause of influenza, plant shut- 
downs during Good Friday after- 
noon, and a vendors’ strike. 


Production Rising 


April production, said Ward's, 
should total 493,000 cars and 
trucks, compared with 437,000 for 
March, with April output of 


trucks, at 131,000 units, an all- 
time high. 

For an up-to-date report on the 
actual backlog of orders for new 
cars, members of the National 
Automobile Dealers’ Association 
|are being polled through state and 
/local car dealer groups. Associa- 
|tion executives hope to compile 
|enough data to show the extent of 
cancellations and major reasons 
for such action by prospective 
purchasers who have withdrawn 
i|from the market. 


Advertising Age, April 14. 


To Build New Store 


Jordan Marsh Company, Bi 
will soon begin construction 


new 14-floor department stor: 


the site of the present stor: 
will be the first department 
erected in that city for se: 
decades. 


Appoints Stahman 


Arthur R. Stahman has 
appointed eastern advert 
manager of Book Merchandi 
New York. 
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Central Buying 


for Ships Stores 


Dropped by Navy 


WASHINGTON — The Navy 


has 


ancelled its plan, announced Feb. 
yx central purchasing of sup- 


lies for ships stores. 


An order issued March 27 au- 
orizes local procurement when 
the price for an article “is the) ing. 
ame or lower” than that listed in 


—_— 


the Navy’s “Price Agreement Bul- 
letin.”’ 

Purchases in excess of “Bul- 
letin” prices are not authorized 
except to supply immediate needs, 
or in emergencies due to lost or 
delayed shipments. 

Wholesalers and other dealers 
who have dealt with individual 
ships stores in the past prompted 
a Congressional investigation of 
the Feb. 21 plan to stop local buy- 

At the time, 


Navy officials 


claimed that centralized purchas- 
|ing would result in savings, and 
lower prices at the ships stores. 


Wilson to Address AMA 

Robert S. Wilson, vice-president 
and sales manager of Goodyear 
Tire & Rubber Company, Akron, 
will deliver the third annual Par- 
lin Memorial lecture to the Phila- 
delphia chapter, American Mar- 
keting Association, at the War- 
| wick Hotel on May 20. His sub- 
ject will be “Salesmanship as a 
Profession.” 


Everett Appointed 


Small Boats, a new family boat- 
ing magazine to be launched in 
May, has appointed Frank A. 
Everett, recently separated from 
the Army, as advertising man- 
ager. 


Robison, Joins Ludgin 

Jesse Robison, formerly editor 
of the “Washington Small Busi- 
ness News Letter,” has joined the 
creative and contact staff of Earle 
Ludgin & Co., Chicago agency. 


wv 
Meopia statistics are essential to the evaluation of a magazine audience, but consideration 


of the material between the covers gives an insight into the mental capacity and attitud2 


of that audience which is indispensable to effective selection. Open, inquiring minds . . 


minds keenly interested in gathering useful new facts and ideas . 


. . are the best possible 


targets for your advertising messages. Choose a magazine edited to attract this type of 


mind and your space dollars will get you greater response every time.” 


* * * 


—H. G. SELBY 
MORSE INTERNATIONAL, INC. 


That's why advertising in Popular Mechanics is so profitable, Mr. Selby. 


Its readers have just the kind of minds you describe 


. . . probing, 


penetrating, ‘what's-it-all-about?” minds. “P.M. MINDS,” we call them, 


and continuing readership studies show that more than 32 MILUON 
such minds absorb the fact-filled pages of Popular Mechanics every 


month. Here's a big, extra-receptive audience of hot prospects for 


any man-bought product you can name. 


Akron 


DEPARTMENT 
STORE SALES 


52 MILLION 


$52,000,000.00 
sizable sum in any lan- 
guage ... that is the 
estimated total dollar 
volume of Akron De- 
partment Stores for 
the year of 1946. 


is a 


And it's no secret that 
Akron Department 
Stores are firm believ- 
ers in newspaper ad- 
vertising. A look at 
the record shows they 
used a total of 6,421,- 
826 lines of display 
advertising in the Bea- 
con Journal during 


1946. 


When you wish com- 
plete coverage of the 
rich Akron Market plus 
maximum sales, it's 
wise to follow the De- 
partment Stores’ lead 
. . « Place your sales 
in Akron's 
only daily and Sunday 
newspaper. 


messages 


_ BEACON 


JOURNAL 


JOHN S. KNIGHT 
PUBLISHER 


Represented by 


STORY, BROOKS & FINLEY 


paps ld 
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Score 


SUPERCARGO 


TAMERS 


ane 


Bam SUPERCARGOrnaicns 


TRIPLE-THREAT—Three major features 

of the Supercargo trailer will be pro- 

moted in an enlarged campaign this 

spring by American Bantam Car Co., 

through Ketchum, Macleod & Grove, 
Pittsburgh. 


Bantam Becate 
Ad Budget for 
Truck Trailers 


BuTLer, Pa.—American Bantam 
Car Company has stepped up its 
advertising tempo and will pro- 
mote Supercargo truck trailers 
this spring via business papers, 
trucking association journals, 
newspapers and direct mail. 

The campaign, through the man- 
ufacturer’s recently appointed 


agency, Ketchum, MacLeod & 
Grove, Pittsburgh, will be built 
around a “You Get All Three” 
theme. These three features are 


advanced design, engineered con- 
struction and production-line 
economy. 

Merits of Bantam’s Supercargo 
trailers will be promoted in a 
complete list of trade publications 


in the truck and trailer field. Both 
sectional and state trucking as- 
sociation papers will be used. 


Daily newspaper advertisements 
will announce Bantam distributors 
in each area. 

Dealer literature also will be 
emphasized. The story of quality 
trailers at standard prices is told 
in a new two-color folder, “A 
great name in trailers—Setting the 
pace for quality,” and follow-up 
pieces are planned. 

The company has announced ex- 
pansion of its line with a new Sup- 


| BEST TEST CITY 
IN THE " 
MID-WEST — 


Ad Beyer 


SAYS... 


“High Spot Cities”, (Sales Manage- 
ment. March 1947). again show Rock- 
tord leading all Illinois cities in 
percentage gain on retail sales and 
<ervices 

What market! 


ROCKFORD 


MORNING STAR 
REGISTER-REPUBLIC 


aes 111,000 cv 
METROPOLITAN POPULATION 


ercargo tandem axle series, made 
in the same models now being pro- 
duced in the single axle line. Lim- 
ited deliveries of the new models 
are now/’being made to distribu- 
tors. Special advertising is planned, 
via direct 
mail. 


business papers and 


To Schacter, Fain & Lent 

Sherolite Products, 
land, N. J., 
nition seal, 
tioner, and 


Inc., Rose- 
maker of Sherolite ig- 
no-rub metal condi- 
Liquid Celofilm, has 


named Schacter, Fain & Lent, New 


York. Copy will be placed in 
automotive and marine publica- 
tions, plus consumer magazines 


and newspapers. 


Creates New Department 

Westinghouse Electric Appliance 
Division, Mansfield, O., has formed 
an apartment house and builder 
sales department to replace the 
former home building depart- 
ment. The new unit will be re- 
sponsible for coordinating with 
the product department manager 


and the promotion and sale of ap- 


pliances made by the division 
through the apartment house, 
builder, educational and govern- 


ment channels. W. R. Arbuckle, 
formerly head of the home build- 
ing department, is manager. 


Names Mason President 

Lin Mason, vice-president and 
general manager, has been named 
president of Transcription Sales, 
Inc., Springfield, O., producer of 
electrically transcribed radio 
shows. 


Advertising Age, April 14. 


47 
Jelliff to Graham 

C. O. Jelliff Mfg. Comp; », 
Southport, Conn., has appoi) ‘eq 
Hugh H. Graham & Associ 


New Britain, Conn., to hand] 
advertising, starting with 
advertisements in business pa 


Stanley Starts New Drive 
Stanley Chemical Comp; 
East Berlin, Conn., has start 
new advertising campaign in | 
ness papers, through Eady, 
Owen & Co., Hartford, Conn 


idvertising . 
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NuTone Increases 
Ac, Sales Statf 


Cricaco—NuTone, Inc., has in- 
ea‘ed its advertising and sales 
gaff for what it expects to be a 
two-fisted selling year” in mar- 
eting its door chimes and re- 
te’ products. In addition, sev- 
al executives have been pro- 
oted. 
J. Ralph Corbett is president of 
e irm and in direct assistance 


_—_ 


to him at national sales headquar- 
ters here will be C. W. Carroll, 
advertising manager, who becomes 
director of advertising and sales 
promotion. Recently added to the 
staff are G. L. Nereim, sales pro- 
motion manager, and Robert E. 
Wolke, assistant advertising man- 
ager. 

L. B. Dreifus, with headquarters 
in New York, has been named 
vice-president of eastern and ex- 
port sales. At NuTone’s Los An- 
geles office, F. B. Marple has been 


made 


sales. 


vice-president of western 
Two new Canadian offices, 
in Winnipeg and Vancouver, will 
be in charge of R. M. Gibson and 
Julian Wolf, respectively. 

J. E. Allen has been named na- 
tional service manager and will 
coordinate service functions with 
service stations throughout the 
U.S. 

NuTone advertising for 1947 
will be concentrated in Better 
Homes & Gardens and The Sat- 
urday Evening Post, with dealers 


using newspapers locally. Seven 
business papers in the electrical, 
hardware and department store 
fields will be used in the U. S. 
and Canada, as well as three ar- 
chitectural and _ electrical con- 
tractor publications. Erwin, Wasey 
& Co. is the agency. 


Open Interview Service 
Midwest Interviewing Service 
has been formed at 185 N. Wabash 
Ave., Chicago 1, by Ben H. Gaffin, 
formerly research analyst of Opin- 


4 ey 


roma 


SY 


Dry Well! 


You can’t pump water from a well if the water isn't there. And isn’t it axiomatic that an 


advertiser can't get any more OUT of a business publication than the editors have put IN it? 


Maybe that profound statement needs a little amplification. The “priceless ingredient” 


of a successful business paper (which is just another way of saying “a good advertising buy”) 
is the high quality of its editorial staff... their KNOW-HOW! An editor must be a 


specialist in the field his publication covers. He must demonstrate his ability to attract 


aud hold loyal readership. That's what a good editor puts IN his publication. 


What vou pump OUT of that kind of a paper is pretty much up to you. 


We're mighty proud of our McGraw-Hill editors. They know their stuff! Collectively 


they travel over a million miles a year to produce the kind of publications their readers 


(and advertisers) are willing to pay for. They are equally at home in mill, mine, 


factory. laboratory. construction site. executive meeting or lecture platform. 


McGraw-Hill editors have built a receptive audience for vou product slory. dou are 


lapping an abundant reservoir of interest and buying power when you tell this 


andience about your product in terms of what it will do for them. 


EOMPANY, 


Sq arters for Industrial Information 
" st 42nd Street—New York 18, N. Y. 


ASK YOUR McGRAW-HILL MAN for a copy 
of the new 1947 edition of the “Handy Gu 
which discusses the editorial scope, policy 


and coverage of each of the McGraw-Hill publications 


ING. 


ide’ 


ion Research Corporation, Prince- 
ton, N. J.; Ellen C. Gaffin, part- 
time interviewer of Opinion Re- 
search, and Mark Norris. The new 
company’s services include regular 
interviewing, preliminary work in 
Chicago in determining research 
questions, questionnaire testing. 
experimental work on developing 
new research techniques, consumet 
panels, etc. 


Horn Heads Abbott Lab. 
Raymond E. Horn, vice-presi- 
dent and director of sales, has been 
elected president and general man- 
ager of Abbott Laboratories, North 
Chicago, succeeding the late R. M 
Cain. Alfred W. Bays, secretary 
and general counsel, has been ap- 
pointed to the newly created post 
of vice-chairman of the board and 
will also continue as secretary. 


CASF Issues Handbook 

The Canadian Advertising and 
Sales Federation, Toronto, has is- 
sued its 1946-47 handbook, which 
contains such information about 
member clubs as the names of the 
officers, club history, number of 
members and when meetings are 
held. 
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Management! 


Your statistics tell the Long Beach 
Story! The radical disparity be- 
tween the size of the city and its 
ranking by Total Retail Sales is 
proof of the pudding ... The 
Press-Telegram’s 84,000 daily cir- 
culation blankets a market which ts 


independent, big, and prosperous! 
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WISCONSIN with the Paper 


Dairy Farmers Read 


co 


Percentage of 
Farm Dairy Income 
by Months 


_ 


Income in some farming sections 


depends on harvest once a 


year. Income of Wisconsin 


dairy farmers is constant be- 


couse milk checks are received 


month by month on a steady 


basis. Here is o breakdown of 
the Wisconsin dairy income 


by months: 


January 
February 
March 
April 
May 
June 
July 
August 
September 
October 
November 


December 


8% 
7% 
8% 
8% 


To sell a market, you have to know that market—and 
you have to approach it at the right time from the right 
side. Since dairying is the principal farm industry in 
Wisconsin, your best approach to the Wisconsin dairy 
farmer is through the business paper he depends on for 
the latest dairy information and advice. That is why 
Wisconsin’s own state farm paper is read more thor- 
oughly and more regularly than any other farm publi- 
cation. It provides a meeting place for farmers through 
the entire state to exchange their experiences and ideas. 
It has been a spokesman for the Wisconsin dairy indus- 
try for 98 years. Wisconsin's crop of milk checks, a 
year round crop, is now the biggest ever. Better move 


in quickly while the harvest is at its peak. 


WISCONSIN 


AGRICULTURIST AND FARMER 


RACINE, WISCONSIN: 
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PORSCRAU 


R. A. Stapells, v.p. of J. J. Gibbons Ltd., has been elected « 
of the Dufferin School Boys’ Association, Toronto—the second « 
to be elected in the association’s 48 years. Adrian Sami: 
American Broadcasting Co. v.p., was married recently to Ed 
Ernestine Tibbett, in Mt. Kisko, N. Y... 

The A-D gallery in New York is holding an exhibition, Ma) 
31-May 29, of advertising designs by Paul Rand, art directo) 
William Weintraub & Co. and designer and consultant for numero 
big advertisers. .. Chicagoan Wallace E. Brodeur, who calls hi 
self a “Sunday painter” because his free-lance commercial wo 
takes most of his time, has an exhibition of his Sunday work 
the Little Gallery on the near north side. . . 

Wallace Kadderly, farm dir. of KGW, Portland, Ore., is t¢ 
U. S. Dept. of Agriculture’s selection to serve as the departmen:’s 
special rep. to consi\}t 
with Australian and 
New Zealand broacd- 
casting commissions 
on farm radio service 
“down under.” . 

Norman D. Waters. 
head of his own New 
York agency, sailed 
on the Queen Eliza- 
beth last Wednesday, 
enroute Europe where 
he’ll investigate the 
possibility of opening 
a Paris office. ... Har- 
riet B. Josephs, ass’ 
publisher of Modern 
Plastics, and her hus- 
band, Milton P. Jar- 
rett, have a new son 
David Bernard 
Horace A. Carter, ex- 
ecutive v.p. of the 
William Carter C 
(Carter’s knit unde 
wear), and Mrs. Emily B. Tilden were married at Needham Heights 
Mass., on March 25... 

James S. Adams, pres. of Standard Brands, on April 1 received 
the annual Clement Cleveland Award for outstanding work 
cancer control during 1946. He’s a director of the New York City 
Cancer Committee and chairman of the executive committee 0! 
the American Cancer Society. .. Lester Loeb, gen’] mgr. of the Emi! 
Mogul agency in New York, is author of a new book “Better Pho- 
tography,” a non-technical guide for amateur camera fans. 
Ellane Ebbesen, ad director of E. P. Dutton & Co., New York, and 
William Hoose were married on March 1 by the Protestant chaplain 
of Sing Sing Prison... 

New York Herald Tribune advertising salesman Albert Russo- 
manno is Paris-bound, to spend a month at the expense of the 
European Herald Tribune for selling the highest amount of linage 
in the paper’s European edition last year. Sixty and 100-line ad- 
vertisements rather than full pages gave Mr. Russomanno the edge 


% 


EIA ACTORS—"We're three little boys,’ sing 
Lew Barry, Jack Eigenbrot and W. L. Bunnagar, 
three of the “adversitors’ who took part in "The 
Adversities of 1947,"' annual advertising show of 
the Eastern Industrial Advertisers, Philadelphia. 


AT EASE—Carroll Rheinstrom, president of Macfadden Publications Internationa! 
Corp., relaxes with T. H. Smith, American Chicle Co., at the Sao Paulo, Bra:i! 
airport, before taking off for Buenos Aires on his 19,000-mile flying tour of 
South America in the interests of International True Story. Mr. Smith is in 
Sao Paulo supervising inauguration of his company's new plant there 


over runners-up William Butler and John Wines, who will rece ' 
substantial bonus payments. Financial World’s v.p., West 
Smith, has been elected pres. of the Greater New York Regio 
Chapter of the Nat'l Association of Public Relations Counsel. 

Don Francisco, v.p. at J. Walter Thompson, is working with 
Greek War Relief Ass’n in its drive to raise $12,000,000, as ch 
man for the advertising industry. Marion Harper Jr., McCa 
Erickson director and v.p. in charge of research, has been ele 
a director of the Knickerbocker Federal Savings & Loan Ass’! 
Mrs. Helen Valentine, editor of Seventeen, accepted on behal 
her publication the Brotherhood of Children Award for 1946 0! 
Foster Parents’ Plan For War Children. The inscription or 
parchment, presented by Mrs. Edna Blue, Plan international ct 
man, recognized the magazine’s “innumerable, tangible evide 
of brotherly love and help brought to the peoples and child 
of devastated Europe.” 

After 19 years with Redfield-Johnstone, New York, and its 
decessor, Redfield-Coupe, Account Exec Grace Hepenstal’s re’ 
ment evoked a “Dirge of Redfield-Johnstone,”’ announcing a « 
tail party March 28 in her honor. It wound up: “ ‘Farewell 
one we love sincerely—-Come prop us up—we mean it, reall 
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Agency Chief Hits 
Communists - with 
His Own Page Ad 


Boston—Agency chief George 
c. Wiswell came back from an 
Easter weekend and walked right 
into a flood of congratulations last 


of Boston. He is a past com- 
mander of the Crosscup-Pishon 
Post of the American Legion, 
composed of advertising men who 
served in both world wars. 


Shivell Appoints White 
Harold D. White, account execu- 
tive, has been appointed vice- 


| president and general manager of 


week for his full-page newspaper | Kirk B. Shivell, Inc., Ridgewood, 


advertisement cracking back at a/| 
paid page placed by the Com- | 
munist Party. 

Mr. Wiswell, aviatorsin World | 
War I and treasurer of the Boston | 
agency, Chambers & Wiswell, re-| 
acted quickly when he read the | 
Communist appeal. It ran in the 
Boston Herald-Traveler April 4 
and in newspapers of a dozen 
other metropolitan centers as the 
CP’s first step in a newspaper and 
radio campaign to combat pro- 
posed legislation outlawing the 
party (AA, March 31). 

The agency chief retaliated two 
days later with his page message 
in the same paper, analyzing and 
refuting the propaganda appeal of 
the Communists. 


“This advertisement,” he ex- 


plained frankly, “has been paid | 


for by Chambers & Wiswell, Inc., 
a Boston advertising agency, with 
money which had been earmarked 


for advertising its own services. | 


After seeing the 
Party’s brazen plea, Chambers & 
Wiswell decided that its desire to 
gain more business could wait— 
that for the good of America, 
there was a more important use 
for the money. This is it.” 

The agency page reproduced the 
Communist ad, charging that its 
aim was what the party always 
has sought—‘‘to sabotage and 
wreck” the U. S. It urged the 
public to “stop selling America 


Communist | 


short and start selling America. 
to ourselves, our neighbors, our | 


friends—the world.” 

Mr. Wiswell went to his home 
for the Easter weekend with the 
sense of a job well done, though 


he didn’t expect anyone to get) 


very excited about it. 


Monday | 


morning, however, the telephones | 
rang constantly at his office as| 


people offered congratulations. 


Letters poured in, too, some of | 


them offering contributions to 
help defray the cost of the ad. 


Others wanted to start a standing | 


fund. 

turned. 
Mr. Wiswell is serving now as 

president of the Advertising Club 


EYE’CATCHERS 


But the money was re- 


WHY DOESN’T SOMEBODY 
TELL HIM!! 


i, snooks, but Mr. Advertiser here is 
tory again. 


EYE’ CATCHERS is the only type of pho- 
é hic service that provides such variety 
man-interest, — still, 


scenery, animal 


“scious fruit and E. C. are synonymous 

ippeal to the eye. YOU MUST 
ATCH THEIR EYE BEFORE YOU CAN 
MAKE THEM BUY! 


Appeals to the mind too, because E. C. 
practically do your thinking for you. 
eye-catching captions for any type 

siness tan be written around each 
We do it every day 

Appeals to your instincts because the cost 

ned little. Write on your letterhead 


ples. 


EYE’ CATCHERS, Ime. {25:38 Strect 


N. J., agency. Mr. White acquired 


Westinghouse Ups Kline 


Will M. Kline Jr., supervisor of 
water heater and kitchen utilities 
advertising, has been named as- 
sistant sales promotion manager of 
the Westinghouse Electric Appli- 
ance division, Mansfield, O. 


Basford Division Moves 


G. M. Basford Company, New 
York agency, with main offices in 


|the Lincoln building, has moved 
an interest in the business when | 
| it was incorporated recently. 


its market research division to the 
Empire State building. 
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'To Schnell-Mills | tent of specific merchandising as- 


: ; sistance offered by daily news- 
Schnell-Mills, Inc., Chicago, has| ,,. anaye =4 A a 
| ieues, komelatad ia baudee toe oa-| papers in cities of 50,000 and over. 


vertising of Nu-Wall Mfg. Com-| The survey and report is expected 


: | to be ] is 
|pany, Milwaukee, maker of Nu-| ‘ completed this month. 


| Wall bonding plaster. 


| So good, we have 
‘Newspaper Survey Made shown if’ fo othe 


| Deutsch & Shea, Inc., Advertis- 
ing, New York, in cooperation with 
362 daily newspapers throughout | 
the country, is preparing a “Re-| 
port of Newspaper Merchandising | 
Aids,” listing the nature and ex-| 4135 §, £, SALMON ST, * PORTLAND 14, OREGOM 


Wm. M. Wayman 

Flathead Cherry 
Growers 
Montana 


Bigfork, 


Write for full story. 


LEAVING NO STONE UNTURNED 


The men and women of International’s or- 
ganization are sparing no effort to supply your 
paper needs. The entire industry, in fact, is 
striving to meet the greatest demand ever 
known — with production schedules calling for 
an increase over last year’s record output of 
19 million tons of paper and paperboard. 
International’s organization — woodsmen, 
millmen, salesmen, distributors—will continue 


working toward one goal: supplying the ex- 


panding demand for quality paper products. 
International Paper Company, 220 East 42nd 
St., New York 17, New York. 
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an item that would sell—IF 


IF—that’s the joker! It’s novel... the men and women in every com- 
attractive...it might be a fast munity before they go shopping. 
seller. But the fact is, this ‘‘Four- Doesn’t that suggest that the 


some” is just . dummy. We de- cards are stacked in your favor, if 
signed it to illustrate this point: you back up your products with 

Even the most promising items consistent advertising in the 
won’t move an inch unless people ‘Saturday Evening Post? —_« 
know about them. Unless they look 5 
for them. Unless they ask for them. 
That’s where Post advertising 
comes in. 


Post ads reach out to tell and sell 


sac advertising in the Post—far more than in any other magazine | 


COPYRIGHT 1947, THE CURTIS PUBLISHING COMPANY 
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NAM Introduces Public to stations without charge. The | 
° ° " series tells ‘“‘what is happening in 
Service Radio Series business, what is likely to hap- | 
The National Association of | Pen, and what it means,” says the | 
Manufacturers has shipped the NAM. 


first 15-minute discs of its new 
radio series, “Your Business Re- 
porter,” to 1,050 radio stations in | 
the U. S. and Hawaii. The first’ 
broadcasts will be heard April 14 
and the series is scheduled once 
a week for 52 weeks. 

NAM officials describe the show 
as a public service and offer them 


Starting with the May issue, 
the monthly Philadelphia Busi- 
ness Almanack will introduce four 
|new departments. They are: Ad- 
| vertising That Sells, a section de- 
voted to promotion and advertis- 
|ing that has proved successful; 
| What’s New, news about new 
tproducts, methods and _ ideas; 
Straws in the Wind, information 
on the business outlook, and 
Books About Business, reviews of 
| books written for and about busi- 
ness. 


Launches Radio Drive 

| Hoffman Radio Corporation, 
| Los Angeles, has launched an ad- 
| vertising and sales promotion pro- 
|gram, using outdoor posters, 
|dealer displays, newspapers and 
|point of sale merchandising, to 
¢ | back up its franchised dealers. 
|Dana Jones Company, Los An- 
geles, handles the account. 


Almanack Adds Features | 


DOES RADIO NEED A CZAR?—A record crowd attended the last meeting 
of the Radio Executives Club in New York to hear Judge Justin Miller (center), 
president of the National Association of Broadcasters, explain why radio needed 
no "czar." With Judge Miller are (left to right) Frank Braucher, president of 
Periodical Publishers Association; Robert D. Swezey, president of REC; Fred 
Gamble, president of the Four A's; and Paul West, president of the ANA. 


ment, president and organizer of 
Telecolor Films, Inc., has been ap- 
pointed head of the motion picture 


Joins Kling Studios 


Jack Lieb, formerly midwest 


bureau manager of the M-G-M 


and slide film division of Kling 
News of the Day newsreel depart- 


Studios, Chicago. 


A\THE INDIANAPOLIS 


TO THE 


your product—that 


Your product 


Write for — 
he THE INDIANAPOLIS — 
~ STAR'S CONSUMER 


3 


reproduction for 


FIRST IN INDIANA 


LteT BEAUTY Leap You 


You'll say "she's a natural for 
color’ — golden blonde with 
desert tan blouse and an arm- 
ful of big, red roses. Perhaps 
you feel the same way about 
presented "naturally." 

in The Star 
Magazine can be as striking 
and attractive as this cover. 
Gravure with monotone to four 
colors provides the very finest 
colors 
black and white. And you may 


Direct inquiries to Metropolitan Sunday Newspapers, Inc., 
or Kelly-Smith Company, Star national representatives, 
or National Advertising Department, The Star 


THE INDIANAPOLIS STAR 


SINCE 


BIG INDIANA MARKET 


be sure there's no better place 
to tell Hoosiers about your 
product and services than 
through this medium. 

Colorful reporting on Hoosier 
names and places has made 
this first, all-Hoosier maga- 
zine “the most interesting 
part of THE STAR" for 215,- 
000 Indiana families. That's 
why you'll get "Sunday atten- 
tion""—the time when every- 
one talks and thinks of home 
and home products. 


it's best 


or 


1936 IN TOTAL ADVERTISING LINAGE 


1 Lg ¢ . ’ 
O » © > J » ATT] 


Research Costs 
Fall on Sponsor, 
Reynolds Declares 


Dayton—A need for more ang 
better advertising research in the 
near future was described py 
Frederick Reynolds, vice-presj- 


dent and director of research o; 
|Geyer, Newell & Ganger, New 
| York, in a recent speech before 
| the Dayton Advertising Club. 

| He praised advertisers for de. 
voting additional finances to re. 
search, and declared: “Greater 
perfection of methods used in re- 
search offers us possibilities of 
disclosing impending situations. 
which can be controlled if suff- 
cient time is given to business 
and our society to work out pro- 
grams for their control.” Adver- 
tisers will meet the rising costs. 
he believes. 

Mr. Reynolds recalled that re. 
search was depression-born—that 
the early 1930’s saw the recogni- 
tion of Gallup, Clark, Starch, 
| Roper, Crossley, Hooper and Niel- 
‘sen and their sponsorship by 
| media, advertisers and agencies, 
| In the glib phrase “before the 


war,” Mr. Reynolds sees a lurk- 
|ing booby-trap. Seven years— 
particularly the years between 
1940-47—is a long and significant 
'time. In those seven years one 
| of three marriages was contracted, 
two and one-half times as many 
families broke into the $5,000- 
plus bracket. 


Income Study Lacking 


In his own agency, Mr. Rey- 
;nolds said, income figures were 
|discounted because the agenc) 
|is aware of the inroads made }) 
| higher costs and by increased 
|taxes. “No comprehensive study 
|has yet been made to show the 
| detailed changes in spendable in- 
‘come among these various new 
| levels,” he noted, but added thai 
/even allowing for costs and taxes 
“we find a new buying power oj 
major proportions.” 

And there have been major 
population shifts since the las 
census—6,000,000 persons moved 
from rural areas to cities durin 
the seven-year period, and 14, 
000,000 were inducted into, served 
and discharged from the armed 
forces—with vastly changed ideas 

The question of who will pa) 
for increased research remains 
Mr. Reynolds noted, adding tha 
in the early days, advertisins 
agencies footed most of the re 
search bill and “agency researc! 
costs have progressively increase 
in proportion to all agency cost 
in the past 10 years.” The to 
50 agencies, Mr. Reynolds est 
mated, (those billing more tha! 
$5,000,000) spent $4,500,000 in re 
search in 1946. Research cost 
will fall increasingly on the ad 
vertiser, he indicated, but he sal 
the advertiser has been convince 
of the worth of research. 


‘World-Herald’ Shifts 
Executive Staff 


Ben H. Cowdery, vice-preside! 
and business manager, has bee 
appointed assistant publisher | 
the Omaha World-Herald. Vern 
H. Smith, who has been assistall 
business manager and advertisil 
sales manager, succeeds him 4 
| business manager. ' 

Other promotions includé 
Thomas G. Devaney from 
ager of local display to adverts 
|ing manager; Floyd F. Mele 
\from manager of classified 
| manager of local display, 
|E. R. Morrison from assis‘! 
manager of local display to 


| aapee of classified. 


Ney Products to Artwil 


| Ney Products Corporation, ™®! 
|ufacturer of Ney liquid and cre 
deodorant, has named Artwil ©o™ 
| pany, New York, to handle a4 ™*' 
|summer campaign in newsp@P 
|and magazines. 
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Census Dafa on 
“People, Housing 


by 
eSl- * 
1 of 
“Out This Summer 
a" WASHINGTON — Census’ Bureau 
re expects to have fresh population | 
re. and housing data this summer for 
ater Mm 35 metropolitan districts, which 
ye. gin 1940 contained 42,000,000 in- 
sof habitants — one - third of the na- 
ions. fg tion’s population. 
uf.[_ Comprising the first important 
ness population count since ration 
pro- book registration figures were 
iver.fg collected in 1943, the Census re- 
osts J ports are a by-product of the 
quarterly “Labor Force” study, 
| re. specially expanded for a “one- 
_that{g shot” effort this month. The 
ogni- fg Census field staff is visiting 3,500 
arch. to 4,000 scientifically selected 


homes in each of the 35 metro- 
politan districts during the month, 
to collect information about popu- 
lation characteristics, employ- 
ment, housing and income. 
National and regional figures 
will be released shortly after the 


Niel- 
) by 
les, 

> the 
lurk- 
ars— 


ween 
ficantag results are reported next month. 
. one Tabulations for each of the 35 


metropolitan areas will follow, 
with the first due to appear in 
July. 


Used Established Setup 


The one-shot study was based 


acted, 
many 
),000- 


Rey-™ on a sampling technique devel- 
werem oped by Census for a quarterly 
gency report on employment and unem- 
Je by ployment. The sampling machin- 
easedig ery has been utilized previously 
study for special studies in housing, and | 
y thal in particular areas. 
le in- Under a proposal now before 
news the House appropriations com- 
1 thai mittee, the sampling organization 
taxes™ would be permanently expanded | 
ver ofto provide a= similar one-shot 
population and housing study an- 
majom nually for 100 to 150 metropolitan 
2 lasiMareas, or on a quarterly basis for 
noved™ a smaller number of communities. 
jurins When the current survey is 
1 144 completed, Census will have data 
served for the 35 metropolitan districts 
armed™ by age, sex and marital status; | 
ideas number of families by size and 
ll pay type and amount of doubling up: 
mainsg™ number of persons in school and 
g thagjdata on migration. 
rtisin For housing, it will know the 
ne re@#number of dwelling units and 
searci@ whether each contains plumbing, 
rease@@heating and cooking facilities. 
y costq@@Special information about dwell- 
ne tomings occupied by veterans will be 
; estig™ given. 
e thal Labor force employment and 
in re@unemployment data by sex will 
cost be supplied; employment status 
he ad@#of veterans; number employed by 
ne sal@various occupations; hours 
ivince@™ worked during the survey week; 
number 14 years and older not in 
the labor force—such as house- 
, Wives, students and other non- 
4 vorkers. 

The study will also cover con- 
esiden™ Sumer income to the extent of 
s bee 
her 


Some New Customers 


if your business is something 
Melle! to eat or drink 

fiec “Hj ... or something to wear, or just 
fe ‘bout anything. Here’s a market 
that really responds to the “invi- 
tation to buy.” For the Negro 
ooks to his race press with con- 
fidence and loyalty. Your adver- 


vil Using in these papers can win 
n, man the response and regular patron- 
d crea ‘ge of this 7 billion dollar mar- 
il ket. Get the facts on some of the 


e a eo Success stories built by advertis- 
ing in this live field. Drop a let- 


Nm ‘°r or post card today to 


Interstate United Newspapers, Inc. 
“S FIFTH AVENUE, NEW YORK 


q 
Vern | 
ssistall 


ude Are Waiting For You 


reporting the number of individ- | Wehn Leaves Lees 


uals and families in various in- 

: hae : F. Donald Wehn, central carpet 
ema groups. While this informa- | givision sales manager in Chi- 
tion will be available on a na-| cago for James Lees & Sons Com- 
tional or regional basis, the in-| pany, Bridgeport, Pa., has re- 
come data will not be tabulated | signed. A successor will be an- 
for the 35 metropolitan districts.| nounced soon. 


Hancock Opens Office Appoints Westheimer 
Pretzel Bitz Corporation, Bluff- 


Harvey Hancock, former man- | 
aging editor of the Salt Lake City| ton, Ind., has appointed West- 
Tribune, has established his own| heimer & Co., St. Louis, to handle 
advertising and public relations| its advertising. Consumer media 
office in San Francisco. will be used. 


‘Join Austrian Agency 


Ruth Branchor, formerly with 
Hirshon - Garfield, and Sherry 
Kieran, formerly with Worth 
Perfumes, have joined Ray Aus- 
trian & Associates, New York, as 
copy chief and to handle publicity, 
| respectively. 


Promotes Mainspring 

The new “Elginloy’” Durapower 
|mainspring will be introduced by 
the Elgin Watch Company, To- 
|/ronto, through J. Walter Thomp- 


son Company Ltd. A four-color 
page featuring Elgin watches as 
graduation gifts will be placed in 
magazines 


consumer 
publications. 
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and_ trade 


STANDARD AND PHOTOGRAPHIC 
SILK SCREEN PROCESS 


WE DO THE COMPLETE JOB, ANY SIZE, ANY STYLE, ANY — 
QUANTITY, ANY COLORS, WE ALLOW STANDARD 
AGENCY COMMISSIONS 


€ HALKER DISPLAYS LIMA OHIO 


M/ 


per Copy and Justructions”’ 


Well, that’s that!” exulted the production chief as he handed a gorgeous hunk of art to the wait- 


ing messenger.... Might be. And then again it might not! A lot depends upon what kind of an 


outfit is at the receiving end of that package....say, for instance, upon its ability to inter- 


pret instructions intelligently, to visualize beautiful art in terms of myriad printed reproductions, 


and its knowledge of the mechanical requirements of many different media. . 


.. Of course, 


it’s rather vital, too, that it have plenty of top performance records behind it, as well as the 


right brand of skill, the necessary technical angles, and enough imaginative craftsmen to pro- 


duce engravings on time that will hit the jackpot on all counts....If this production chief sent 


his package to Rogers, he was doing what scores of pleased and enthusiastic advertising men have 


been doing for a generation, with a good measure of new ones joining them month after month. 


Master Craftsmen 


ADOLPH F. BUECHELE, 


EN G R 
c O M 


CAL 


2001 


CALUMET AVENUE 


of Photo-Engraving 


President 
A V IN G 
P OA N ¥ 
umet 4137 CHICAGO 16, 


ILLINOIS 
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CE BCing you’..:; in INDIANAPOLIS 


They all want more 
of the “Dixie Four”’ 


Four musical missionaries from south of the Mason-Dixon have 
had no trouble converting folks up here on the banks of the 
Wabash to the songs of the Suwanee. They're the “Dixie Four” 
—now the singing salesmen of the Sam Harris Packing Company 
of Indianapolis and Crawfordsville (12:30 to 12:45, Monday 
through Friday)—and high up on the towering live talent totem 
pole at W LBC. They are also heard (and available) from 6:45 to 7 
each week day morning and from 9:30 to 9:45 a.m. on Sundays. 
Even then, Hoosier “Dixie Four” fans keep shouting for more. 
To date, they’ve made personal appearances in 34 Indiana 
counties. For the full facts on these masters of close harmony, see 
your John Blair Man now. 


JOHN BLAIR & COMPANY + NATIONAL REPRESENTATIVES 


The 


WIBE 


1070 KC 
5000 WATTS 
BASIC MUTUAL 


INDIANAPOLIS NEWS Station 


Pushes Lever-Spray 


Kay Products Industry, Cleve- 
land, has launched an extensive 
campaign in consumer magazines, 
business papers and newspapers 
for its Automatic Lever-Spray 
hose nozzle. The program is 
backed by counter displays, cir- 
culars and newspaper mats for 
local use. Gates-Bourgeois Ad- 
vertising Agency, Cleveland, 
handles the account. 


Feeney Joins Agency 

John E. Feeney, formerly sales 
director of Soya Corporation of 
America, has joined the merchan- 
dising department of Honig-Cooper 
Company, San Francisco. He will 
service the Guild wine account 
out of New York City, coordinat- 
ing Guild’s merchandising and ad- 
vertising in the eastern states. 


Appoints Coleman 


Gerald W. Coleman has been 
appointed sales manager of Fleet 
Mfg. & Aircraft Ltd., Fort Erie, 
Ont., taking over the entire sales 
organization of Fleet Canuck air- 
craft and cabin car trailer. 
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‘Sporting News,’ 
Babe Ruth Sign 
to Aid Juniors 


Detroit—The immortal “Sultan 
of Swat,” Babe Ruth, and Sport- 
ing News will team up with Forg 
Motor Company and the Ameri- 
can Legion this year to make the 
biggest success yet out of the 
Legion’s junior baseball program. 

Ruth, still recovering from a4 
neck operation and a long Siege 
in the hospital, signed a contract 
in New York last week to act as 
consultant to the Legion on the 
1947 program. The former home- 
run king, according to Ford 
spokesmen, will be paid a flat 
salary for his aid, as well as addi- 
tional payments depending upon 
the number of personal appear- 
ances he is able to make. The 
salary—not definitely disclosed— 
was said to be $10,000, and the 
Babe, definitely, will get a new 
car. And it’s a lifetime job, offi- 
cials said. 

Sporting News, it was an- 
/nounced, will publish four edi- 
tions of a special “Junior Basebal] 
Edition” during the playing sea- 
son, and Ford plans to distribute 
more than a quarter-million copies 
of each issue to junior players 
through Ford and Lincoln - Mer- 


| stimulating 


|cury dealers. The dealers are 
interest among the 
| youngsters again this spring with 


| rallies throughout the country, at 


| which the big league stars talk to 
|the neophytes and _ autograph 
baseballs. 

The Legion program, conceived 
20 years ago, is acclaimed as the 
largest simon-pure amateur 
junior athletic activity in the 
world. Ford joined as a sponsor 
and promoter several years ago, 
and the program since has ex- 
panded considerably. 

Back in 1944, Ford and its deal- 
ers sponsored 43 junior teams. 
The next year the number rose 
to 482 and last year Ford and 
Mercury - Lincoln dealers were 
credited with wholly or partially 
sponsoring 2,200 out of a total of 
| 5,891 Legion teams. Ford officials 
| expect the ’46 total to be topped 
| this year, with more than a mil- 
lion boys enrolling in the junior 
program. 

Since 1943, Ford has contrib- 
|uted more than $1,000,000 in sup- 
| port of the program. 

The dealers help organize the 
| teams, provide playing equipment, 
_ assist in transportation arrange- 

ments and provide other aid for 
the boys. The minor leagues boast 
'an increasing number of players 
|who have graduated from Legion 
ranks, and the majors have their 
share, too, including such stars as 
Bob Feller, Hal Newhouser, Lou 

Boudreau, Ted Williams, Phil 
Cavarretta and many others. 


| Goodrich Sets New Drive 


| An increased schedule for the 


| B. F. Goodrich Rubber Compan) 
|of Canada Ltd., Kitchener, Ont., 
Bey begin this month in a wide 
list of Canadian newspapers. Na- 
| tional magazine advertising will 
| get under way in May, plus cam- 
| paigns in business papers and farm 
| publications. The slogan of the 
new copy is “This tire is different. 
Walsh Advertising Company }5 
the agency. 


Merle Manly Elected 


Merle W. Manly, _secretary- 
treasurer of Botsford, Constantin 
& Gardner, Portland, Ore., ! 
been elected president of the Ore- 
gon chapter of the American As- 
sociation of Advertising Agencie 
He succeeds Arlyn Cole of Ma 
Wilkins, Cole & Weber, who wa 
elected to serve as vice-presiden' 
| Adolph L. Bloch, Bloch Advertis- 
ing Agency, was reelected secre- 
tary-treasurer. 


Forbes Agency Moves 

Claire Drew Forbes Advertising 
Agency, Santa Barbara, Cal., 145 
moved its offices to 3 W. Victoria 
St. 
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Electrical Workers 
Sign Leland Stowe 
for News Series 


New YorK—The United Elec- 
trical, Radio and Machine Work- 
ers, CIO, last week signed news 
commentator Leland Stowe for a 
52-week series over the Mutual 
Broadcasting System network to 
begin April 23. Stowe will be 
heard Wednesday evenings, 7:30- 
7:45, EST, over 55 Mutual sta- 
tions, including the web’s New 
York flagship, WOR. 

Trade commentators say this is 
the first time in radio history a 
union has bankrolled a news an- 
alyst for a series of shows on a 
network. The Electrical Workers 
are reportedly paying $250,000 for 
the series, with $500 a week going 
to Stowe. 


Called ‘Public Service’ 


Moss & Arnold, New York, the 
union’s advertising agency, says 
‘no commercials, in the accepted 
sense, will be used.” Opening 
and closing announcements will | 
probably describe the series as “a | 
public service, brought to you by | 
the 600,000 members of the United | 
Electrical, Radio and Machine) 
Workers.” Some reference may | 
be made to the general benefits of 
union membership. | 

Members of the Electrical 
Workers’ executive board say the. 
union is concerned over the di-| 
minishing number of politically | 
progressive commentators avail-| 
able to radio listeners and in 
sponsoring Stowe they are carry- 
ing through on a union slogan: | 
“An informed America is a free 
America.” 

Although the Stowe series is the | 
union’s first dip into network 
radio, the Electrical Workers have 
taken time on local stations for 
years, Officials say. Currently, six | 
of the member locals are sponsor- 
ing programs on local stations. 


Kronstadt Adds Two 


Kronstadt Advertising Agency, | 
Washington, has been appointed 
to handle the advertising of Under- | 
wood & Underwood, photographer, | 
and NorBud Shops, chain of hosi- | 
ery and ready-to-wear stores in| 
the Washington metropolitan area. | 


Four Appoint Lavin | 

Barney Lavin, Inc., Fargo, N. D., | 
has been appointed to handle the | 
advertising of Station KFYR, Bis- | 
marck, N. D.; Toomey’s Mills, | 
Newcastle, Wyo.; Sweetheart Bak- | 
erie; Bismarck, and Fargo! 
Foundry, Fargo. 


Names Stanton 


Richard Stanton, formerly na- | 
tonal advertising manager of the 
Idaho Daily Statesman, Boise, has 
been named Portland, Ore., rep- 
resentative of West-Marquis, Inc., 
succeeding Jack R. Holmes. 
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that Bing Crosby is on WFDF Flint, 
ould have to happen to me on a 
sday.”’ 


Plugs Kitchen Ware 


Metal Stamping Ltd., Toronto, 
through E. W. Reynolds & Co., To- 
ronto, will launch a campaign this 
month for Supreme and Lifetime 
aluminum household and kitchen 
ware. Half - pages 
Magazines, one-half to two-thirds 
pages in rotogravure, English and 
French, 800-line copy in metro- 
politan daily newspapers and color 
spreads in trade publications will 
be used. 


Venco Names Smith 

Venco Metals Ltd., Mimico, 
Ont., has appointed R. C. Smith 
& Son Ltd., Toronto, to direct the 
promotion of Venco Speedroll 
roller skates and Speedbob juve- 
nile ice skates, which will be in- 
troduced to Canadian consumers 
shortly. 


in national | 


Mark Woods Urges 
‘No Editorials’ 
for Radio Nets 


| Fort WortnH — Mark Woods, | 
| president of the American Broad- | 
casting Company, told a recent | 
Fort Worth meeting of network | 
| affiliate officials that radio stations | 
should not have an editorial pol- | 
icy. | 
“Radio can best remain free | 
and live up to its tremendous 
|capability of serving the public 
|by always presenting both sides 
|of every controversial issue,” he 
| said. 

In denying radio stations the 
right to editorial policies, Mr. 


Woods opposes a large segment | Strathmore to head the recently 
of the industry, which maintains | combined advertising, sales pro- 
broadcasters should be allowed to| motion and public relations de- 
partments. 


editorialize as do newspapers. 
Mr. Woods reviewed the simi- 
larity between newspapers and 
radio stations, and then pointed 
out significant differences between 
the two: ‘The limited spectrum of 
radio makes licensing necessary, 
and the air is the property of the 
people,” and this constitutes a 
barrier to radio stations following 
editorial policies, he said. 


Strathmore Names Clark 


Robert B. Clark Jr., formerly 
advertising manager of Strathmore 
Paper Company and Old Colony 
Envelope Company, Westfield, 
Mass., has been appointed by 


23 


PASADENA FAMILIES’ 
spenp 17% MORE 


HAN THE AVERAGE 
CALIFORNIA FAMILY 


rox FOOD 


Ask any salesman what it takes to get very much time 
with busy food retailers during store hours. He'd give 
his eye teeth to get as much time at home with his 
best customers as The Progressive Grocer gets. More 
than 50% of the reading of The Progressive Grocer is 
done at home. 


Pocket size is a big factor in getting them to read at 
home. Retailers always want to read The Progressive 
Grocer for the profitable information it gives them. 
And they like to read it. Pocket size is convenient. It's 
compact. It gives them the information fast. It's easy to 
handle on a crowded bus, a subway or street car. 
It fits a coat pocket and is easy to carry home. That's 
why four out of five say they prefer The Progressive 
Grocer in pocket size. 


Food merchants, like all the rest of us, want to do more 
business and make more money. They want to get 
ahead — and stay ahead. And The Progressive Grocer 
gives them the best information on how to do it. It's 
their operating handbook. They like it because that's 
where they find the working information that's the 
backbone of their business. 


where the best retailers 
in the food trade 
get their best selling information 


The 65,800 supermarkets and big service stores who receive 
The Progressive Grocer average annual sales of $120,000 
compared to less than $20,000 for the independents and local 
multiples not covered. Add to that 4,400 key wholesale execu- 
tives, buyers and salesmen; 1,400 buying executives of cor- 
porate chains, 1,180 brokers and 160 retail and wholesale 
associations and you get coverage of 72,900 key merchants 
who sell or directly influence the sale of 90% of the volume of 
grocery and combination stores. 


OES HOME 


with the retailer 


That’s a pretty good place for 
alvertisers to talk with the 


That's why the boss reads it. That's why he takes it 
home — to really read and study. That's why he 
passes it around to managers and clerks — and sees 
that they read it. That's why he keeps it for reference. 
That's why, on the average, The Progressive Grocer is 
read by more than three persons per store — the 
largest number of readers in big food markets, and 
among responsible people in those markets, of any 
publication in the food trade. That's why, on the aver- 
age, these markets keep well over a year's back issues 
for reference. 


The Progressive Grocer covers the biggest and best 
food markets in America — the stores that do the bulk 
of the business. In pocket size, it offers advertisers an 
audience of the most receptive, most responsive, 
most successful merchants — at the lowest page rate 
per thousand. 


These are just some of the reasons why advertisers 
use more pages and invest more advertising dollars in 


The Progressive Grocer than in any other food trade 
publication. 


The 
PROGRESSIVE 


GROCER national magazine 


of the food trade 


New York Chicago e San Francisco « Los Angeles 


hest food merchants in America... 
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convention of the American Pub-| Edward Stern & Co.; York, was reelected president of | 


At ia ' ' 
‘lic Relations Association. . Government—New York De-| APRA. Glenn E. Carter, assist- PR Becomes R ° 
Silver anvils, symbolic of the | partment of Commerce; transpor- | ant vice-president, Bank of| r 


Relations Award “anvil of’ public opinion,’ were tation—American Transit Associa- | America, Los Angeles, was named | , - , 
Winners for "AG /awarded the winners by Dr. Paul /|tion; retail—Walker-Scott Corpo- | Vice-president; William L. Brady | Human Relations 
'F. Douglass, president of Ameri- ration; religion—Washington Ca- | Jr., Atlanta public relations ae) 
New York — Eighteen national | can University, Washington, D. C., | thedral and John Price Jones; re- | ol he — secretary; and 


; ; : : ice- ident, | ‘ 
awards for outstanding public re-| who served as chairman of the search—Pan American Coffee - vice-presi , R | 
lations work during 1946 were an- | panel of judges. The awards were | Bureau and Win Nathanson; Pan | age t oy" Comps at u e ee Ing 
nounced here last week as one {presented “for meritorious public | American—Glenn L. Martin Com- | hace ggg pees Phe po xeag 

of the highlights of the annual | relations performance” in each of | pany and John Nasht; agriculture | : 


18 different fields—two of them |—International Association of eee ae = Putic Ook 


Announce Public 
PELICIO 


NEw YorK—“‘Failure in human 
relations caused two world wars 
in our generation, with a loss of 


new this year. Cream Manufacturers; and busi- 


| In the new classifications, “hu-| ness of public relations — Claire a as execu” | an estimated 50,000,000 lives,” Ed- } JUNE! 
'manity” and “personalities,” | Wolff and Association of Knitted | oo Pr -. oe - wits Cone & ‘.¢- DAIR 
The management man's awards were made, respectively, Glove and Mitten Manufacturers.) Lamont Watch Moves besten re d an F ose ag ie span ' MONT 
preferred source of daily > 'to the American National Red | Serving with Dr. Douglass as| Lamont Watch Corporation, | jations Aunocititinn oh ts 2 ap ig istadite 
—— Bs" Cross and Ted Bates. Other win-| judges were Harold B. Miller,| New York, has moved its account| snnyal convention here | ga 
business news in the nation’s ners included: vice-president, Trans-World Air-| from Kaplan & Bruck to Funt-| dina , roa — ast nen. COUNCIL'S 
greatest industrial area Industry—Donut Corporation of | lines, Washington; Drew Pearson, Golding, New York. The com- |. h oe a a oe ee ne Month, spons 
America and Bert Nevins: labor—| Washington columnist; Edward D. | pany makes a_ self-adjusting | ©™P%asizeda. n no other field Council, Chic 


=the Central West. /have men failed so completely and thi 
tragically.” In this country last 
_— : 5S ; |year this failure caused more than 
_Automobile Association; education | Newspaper Advertising Network, | Prince Matchebelli, New York, | 500,000 divorces, and 4,700 strikes 


Aw beat 
Chicago Mournal ee eee nee rene. See SS Bernstein, 4; named Randall| M. Dubois,|Which lost more than 113,000,000 


“compensamatic” watch. 


| United Packinghouse Workers of |Madden, executive vice-president 
‘America; associations — American! and general manager, American " P 
: ‘Matchabelli Ups Dubois 


Wages 


| Selznick Releasing Organiza- | editor, ADVERTISING AGE, Chicago. | assistant to the president since he | man-hours of production and more Prices 
. “ss _tion; publication—Better Homes &|. At the business session Wednes-| was separated from the Navy in| than $1 billion in wages. 
— onmunerce ; Gardens; radio—Wisconsin Power day, Harry W. McHose, director,| September, 1945, sales promotion | The convention passed a resolu- Plant ( 
'& Light Company; graphic arts— Cigar Institute of America, New | manager. tion, presented by Dr. Paul F 
| Douglass, president of the Ameri- ee 
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Workout” puts life in the looks of their 
hair. And Reilly pLasticryPEs are putting 


papers. Hundreds of big national adver- 
tisers like Bristol-Myers are now using 
pLastictyPes, the finer, lighter ad plate 


can University, Washington, pledg- 
ing the active cooperation of 
APRA members to President Tru- 


sively the fe 
that profits 
Wisconsin 


man and Secretary of Labor maker of h 
Schwellenbach in connection with 9° °'"* 3S 
\the first nationwide telephone pace in M 
strike. to show how 


Praises PR Outlook 
In a letter to Harry W. McHose, 
|Cigar Institute of America, New 
|York, APRA president, Mr. Tru- 
man said: 


high responsibility of cultivating 
|better relations among groups in 


of living. I am sure they can make 
|an even greater contribution in the 
| future.” 

Major General Maxwell D. Tay- 
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endorsed by the ANPA. lor, superintendent of the United ludeck l 
‘ States Military Academy, West Bin House 
| Point, cited the human problems Edit 
|confronted in the development of a J, a og = 
“citizen Army” in World War Il, Bi iramatic ie 
,and the current problem of keep- Gisticking to 
Qs ing the Army popular in peace- Mj Milton Zude 
e re \\} |time. “Human relations,” he said, §raphy for N 
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\) ier | Dr. Hugh C. Wolfe of City Col- Bpecige oe. 
Yes, any campaign is a better campaign lege, chairman of the New York demonstrate 
with better reproduction. And youneednt | Association of Scientists, described Hlimproved th 
take our word for the better reproduction eee eee aa ang . te Ny sacar 
assured by Reilly pLasticrypes. Tear- ‘bomb. Defense against any wea- | 
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forget that pLAsTicTyPEs are so light you that within 10 days, all Europe Bischeduled n 
De can use airmail or first class regularly — would have been overrun by 1€ Bbusiness Wi 
~ a : ; Russian armies.” He urged that Mew York . 
they cut those shipping costs an average APRA members help to keep the [Ze Saturdc 
of 60%! Fill in the coupon now to see American people informed of the 9° ps S 
what PLASTICTYPES can do for you. dangers of this weapon, and to Sc! Bia a ee 
: the people back of whatever ac The People’ 
Congress might take on it. * phase 
_ ~. “The real problem in the mat’ las E 
ae pert A of labor relations has been the ! en ator. 
wer y ure of industry to integrate the '"- ys “Y, 
ee wp ek \ Fs dividual with the social organ Yow 
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\ \ me pst aata- \\ © give & participation is a socially pre 9 es. oni 
~ e \ Marts and pative ” tive venture.” 1 dog 
\ OD sh represer Other speakers also urged 1 exte 
ey ads IC ypes \ yiav® ' ; importance of regarding work‘ with 
\ OD gull de and consumers as individuals 29¢ @*W plant. 
\ till not merely as parts of a “mass les ag 
REILLY ELECTROTYPE COMPANY \ xame— ; coneinn : V, using 
on Craig Joins ‘Charm | and ¢ 
305 EAST 45th ST., NEW YORK 17, N. Y. MUrray Hill 6-6350 ee Robert Craig, formerly | asin 
\ yaar Display Corporation, has j oe 
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PELICIOUS DAIRY FOODS 


“ei 


, 


We Ave Cooperating [| 


COUNCIL'S POSTER— June Dairy 


Council, Chicago, will be promoted by 
this official poster. 


Wages Up 100%, 
Prices Only 11.1%, 
Plant Copy Shows 


MILWAUKEE—To show conclu- 
sively the fallacy of any assertion 
that profits are being hoarded, 
Wisconsin Motor Corporation, 
maker of heavy duty air-cooled 
engines, is using quarter-page 
pace in Milwaukee newspapers 
to show how prices have remained 
w while wages have increased. 
In its plant-city public relations 
opy, Wisconsin Motor tells how, 
ver a period of 10 years, its wage 
evels have risen 100% while 
rices for its engines have gone 
ip only 11.1%. Said the com- 
any: “The average annual earn- 
ings for a 48-hour week at the 
Wisconsin Motor Plant is more 
than $3,750 per factory worker 
including bonuses and two weeks 
vacation).”” The company is also 
quick to declare that the boost in 
wages is the result of more pro- 
luction per worker among the 
company’s 1,200 employes. 

Copy is placed through Paulson- 
Gerlach & Associates. 


Zudeck Urges Simplicity 
in House Organ Makeup 


Editors of house organs strive 
make their publications over- 
iramatic and different, instead of 
sticking to simplicity in makeup, 
Milton Zudeck, director of typog- 
taphy for McCann-Erickson, New 
York, told a meeting of 110 editors 
1 Detroit recently. Mr. Zudeck 
spoke at the invitation of Wayne 
University and the International 
Industrial Editors Association. 
He claimed that confused and 
so-called “busy” pages are dis- 
tracting and unpleasant to the eye 
and, using 30 house organs for 
specific examples of technique, 
demonstrated how they might be 
improved through proper relation 
fa headline to a story, cropping 
| photographs, and use of color. 


Gulf Launches New Oil 


Gulf Oil Corporation, Pitts- 
ireh, is introducing its new Gulf- 
ide motor oil via _ regularly 
cheduled monthly color copy in 
Susiness Week, Modern Industry, 
ew York Journal of Commerce, 
e Saturday Evening Post, Time 
id Wall Street Journal. Promo- 
‘ton also includes the Gulf CBS 
Sunday evening half-hour, “We 
‘he People’; and two Gulf Thurs- 
iv evening television programs: 
las Edwards, news com- 
itor, on CBS, and _ Jon 
y’s “You Are An Artist,” on 

Young & Rubicam, New 
is the agency. 


Opens Dog Food Drive 


M n’s Dog Food Company, Los 
es, canned, fresh and fresh- 
1 dog and cat food, will be- 
1 extensive campaign to co- 

with the opening of its 
plant. Rogers & Smith, Los 
es agency, will direct the 
using newspaper, magazine, 
and outdoor advertising, as 
4S premiums and other mer- 
lising aids. 


| Short & Baum Names Two 


Enid Ross, formerly of the 
Great Northern Railway, and 
Audrey Conrad have joined Short 
& Baum Advertising Agency, 
Portland, Ore. 


‘Tyler Joins ‘Forbes’ 


Edwin B. Tyler, formerly with 


|the Telegram, Worcester, Mass., 


has joined B. C. Forbes & Sons 
Publishing Company, New York, 
as New England manager for 


| Forbes Magazine. 


Tracy-Robinson Moves 
Tracy - Robinson, public rela- 

tions, has moved its offices from 

270 Park Ave., New York, to 25 


| Vanderbilt Ave. 
Month, sponsored by the National Dairy | 


Appoints Gardiner 


25 


and will handle sales for Stations Phoenix, and the proposed sta- 
KTSC and KTSC-FM, Tucson, tions of the network in Flagstaff 
Stations KPSC and KPSC-FM, and Yuma. 


Appoints Lovelock 


W. S. Lovelock has resigned as 
director of advertising of Texas 
Week, Dallas, to become south- 
west sales manager of Arkansas 
Dailies, Inc., Dallas. 


PHONE 


Wb puhehitll 5355 


WBBM Shifts Livingston 


Robert Livingston, account ex- 
ecutive with Station WBBM, CBS’ 
Chicago station, has been trans- 
ferred to New York as eastern 
representative of the station. 


Photostatic gp 
Blow-ups 999 heyaanane 


Hideo w. 


CHICAGO 


Rie aes pier 4 


Norman B. Gardiner Jr., at- ae 
torney and amateur radio de- 
signer, has joined the commercial 
department of Sun Country | 


Broadcasting Company of Arizona | *540 N. MICHIGAN AVE. 185 N. WABASH AVE. #410 N. MICHIGAN AVE. #111 €. DELAWARE ST. 


YOURE 
MISSING 


You’re missing plenty of desirable readers and 
subscribers. You’re missing plenty of important 
agencies and advertisers. That’s the combined 
good judgment of the publishers of newspapers 


and magazines as expressed in the way they 

buy their advertising. In non-rationed 1946, 

as in 1945 and 1944, the Herald Tribune led all 

other newspapers in New York and America 

in volume of paid advertising from other publications. 
Obviously, when other advertising media rate 

Herald Tribune readers first, you’re missing plenty 

of good customers unless your advertising reaches 


BOX SCORE 


1946 Magazine Advertising Linage 
in New York City Newspapers 


Herald Tribune ... . 404,844 e 
Se eae ae ee ee 351,617 S 
3rd Paper ok eee ie oe RM wee ko Je 
4th Paper eee eae err a ee ae 
5th Paper Ok de oo pe ew oe eine i, eo 
éth Paper ya eee ae eee 
7th Paper Sere ee ee re ae ee 
8th Paper . . 14,616 


1946 Newspaper Advertising Linage 
in New York City Newspapers 


Herald Tribun Ro % ce « « 1 
a ae ee ee ee ee ee ee 173,590 
3rd Paper oe ee ee eo eae 
4th Paper an ee ae eee 
Sth Paper er ar eee ee ee ee 
éth Paper A ote ee ae kt AP a On ae oO A 
7th Paper - Me 8 ee oe edt coy oe we 
8th Paper a ea ‘ 5,751 


Media Records 


Herald Tribune readers in important volume. 


Herald 


NEW 


-YORK | 


= Tribune 


European Edition Published Daily and Sunday in Paris 
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Circulation by States 
from A.B. C. Statements 
for Period Ending Dec. 31,1946 
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28 
Four Appoint Baker 


J. G. Van Holten & Sons, Mil- 
waukee; Fisher Dairy & Cheese 
Company, Wapakoneta, O.; F-M 


Food Products Company, Milwau- 
kee, and Hunter Packing Com- 
pany, East St. Louis, have ap- 
pointed Jim Baker & Associates, 
Milwaukee, to handle their ac- 
counts. 


COVER THE QUALITY MARKET 


OF CHICAGO... 


Stagebill is tead by an 
average of 55,000 theatre- 
goers each week, over 
2,500,000 annvally. 


Send for Booklet 
Chicago is the Second 
Lorgest Theotre 
Market 

4 4 


CHICAGO STAGEBILL 


540 NORTH LA SALLE STREET * CHICAGO, 10 


. 
» aed ai : 


|suggested hand 
printed ‘on one side only to per-| 


New Book Offers 
Numerous Aids 
for Adwriters 


Los ANGELES—With the intro- 
duction of his “Offset Scrapbook,”’ 
A. A. Archbold, advertising man- 
ager of Clymer Motors, Los An- 
geles publisher of books pertain- 
ing to automobiles, motorcycles 
and motor racing, has combined 
some of the more desirable fea- 
tures of an advertising mat serv- 
ice, clipping service and thesaurus. 

In the 52-page book, he offers 
attention getters in the form of 
hand lettered words used most 
frequently in advertising. Also 
included are borders, boxes and 
coupons, all of which have on 
occasion been troublesome for ad- 
writers. The pages containing the 
lettering are 


| Blackstone, 


mit cutouts. 

The book is published by 
A. A. Archbold, 1209 South Lake 
St., Los Angeles 6. It is priced 
at $3. 


3 Join Christiansen 

M. G. Wright, formerly copy 
chief of Guenther-Bradford & Co.; 
A. R. Roberts, formerly with Jim 
Duffy Company and Allen & Rey- 
nolds, and Allen H. Embury, for- 


merly with Station WJOL, Joliet, | 
Ill., and Station KROC, Rochester, | 


Minn., have joined Christiansen 
Advertising Agency, Chicago. 


Station WSVS Debuts 


Station WSVS, 1,000 watter 
(daytime) with studios in Crewe, 
and Farmville, Va., 
went on the air April 1. The non- 
network station offers Associated 
Press News and World Library, a 
service of World Broadcasting 


|System. W. L. Willis is general 


manager. 


Students Favor 
Non-Union Jobs 


and Professions 


NEw York — Whatever success 
they may boast among other 
groups, it appears obvious that 
labor unions are not the favored 
groups among more than 72,000 
high school boys and girls inter- 
viewed by the Institute of Student 
Opinion, sponsored by Scholastic 
Magazines. 

More than 57,000 said that the 
necessity of joining a labor union 
would make a difference in their 
choice of two jobs which other- 
wise would be equal. Only 9,985 
said that the requirement would 
make no difference, while almost 


Soaped skillet . . . stops 
open fire smoke stains. 


r, 


Baby's both... 


Cans can't... stay shut if 
pierced with this gadget. 


~~ 


mother's hands dunk, 


dip, dust and diaper a future farmer. 


io 


re 
wa 


Sticky stuff ... pouring frosting on cake is 
quicker than dipping, does smoother job. 


. 


nails with rough side of an emery board. 


Hollow ground knives... 


slice steaks, bone beef, carve cold cuts 


Silverware shine ... manual manipulation 
restores sheen, makes any metal glow. 


‘hs 


Professional pointers... farm deb shapes 


in clever hands 


~~ >. 


Farm 


of SUCCESSFUI 


by SUCCESSFUI 


farm families, 


" 8 ce 
Tough nut? ... let soak in 
salt water before cracking. 


woman’s hands pose a beauty problem . . 


sticks, nail polish . . . 


FARMING ... 


and Pennsylvania .. . 
property investments 


For all facts, call any office. SUCCESSFUI 


hands... 


hot, different degrees of dryness, doing dozens of chores . . . 


FARMING. 


mode motivated, modern women of the top farm market. . 


bathe baby, iron intimate apparel, shampoo scalp, shine silverware, 
decorate play dens, serve salads, chauffeur can openers, baste roasts... , 


Working outdoors and inside, changing from chapping cold to humid 


the farm 


. make her a receptive major 
market for lotions, skin softeners, cleansing creams, toilet soaps, orange 


appearance aids of keen editorial interest in any issue 


= ’s largest profit prospects for toiletries are the charm conscious, 
. | | | 


. best covered 


with more than 1,200,000 of the nation’s best 
concentrated in the 13 agricultural heart states, New York 
with largest cash incomes, greatest vields, highest 

. the best current class market in the U.S 
FARMING, Des Moines, 
New York, Chicago, Detroit, Cleveland, Atlanta, 


San Francisco, Los Angeles 


SUCCESSFUL FARMING 


' largest 
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6,000 said that they had no op 
ion. 

Of the group to whom unj 
membership requirements wo, 
make a difference, 36,498 said t| 
they would choose the job not 
quiring union membership, wh 
more than 20,000 said that th 
would prefer the union affiliati: 
Separating the opinions of gi; 
from those of boys made no d 
ference in the percentages of tho 
to whom union affiliation made 
difference. In the cases of bo 
boys and girls 64% would choos, 


‘the non-union job. 


The survey, in which 1,50 
school papers participated, als: 
showed an astonishing lack of in- 
terest among boys in sales wor! 
Only 5% said that sales would lb. 
their preferred vocation. The ap- 
peal of the professional man 
apparently strong, with the great- 
est percentage (33%) of the boys 
wanting work as doctors, dentists, 
teachers, journalists, musicians, 
artists, designers and similar oc- 
cupations. Among the girls the 
percentage (39%) was 


‘also in favor of the professions. 


Next in favor among the girls was 
office or clerical work, preferred 
by 29%. Only 2% favored sales 
as a vocation, while 8% want to 
be housewives. Only 10% of the 
boys and 9% of the girls were un- 
willing to guess what field the, 
would choose. 


Reflect Parents’ Opinions 


The choices made in answering 
the principal question (union o1 
non-union jobs) apparently re- 
flect, to a large extent, opinions 
expressed in the children’s homes. 
Pro-union youngsters appeared to 
feel that workers would be badly 
mistreated if unions did not exist 
in strength. Said one student: “It 
is my opinion that a union stops a 
selected group from getting higher 
wages and better jobs in prefer- 
ence to those who have more ex- 
perience but are not favorable to 
management.” Another said, “It 
seems as though advancements in 
non-union places are made through 
favoritism while in union shops 
seniority and ability come first fo 
promotion.” 

In contrast to the pro-union stu- 
dents, those who would not accept 
the job requiring union member- 
ship gave among their reasons, “! 
believe that the employer should 
have the right to control his own 
business, instead of having unio! 
leaders tell him what to do.” Said 
a young materialist, “I’d rathe 
spend my two dollars a month o1 
sodas and stuff than give it t 
stuffed shirts who don’t work fo 
ha 

Surprisingly enough, 79 boys 
according to the study, said tha 
they would choose to be house 
wives with no outside job, whil 
104 girls said that they preferre: 
to work in _ protective service 
listed in the survey as “polics 
firemen, detectives, watchme! 
caretakers, etc.” 


-Productioneers Elect 


Reilly President 


The Productioneers, New Yo! 
organization of business magazin’ 
production managers, have electe 
Frank J. Reilly of MacNair-Do! 
land Company, president, succeed 
ing Albert Isaacs, Chain Store Ag: 
who becomes a member of tl 
executive board. 

Other officers are Sylvia Hagu 
India Rubber World, vice-pres 
dent; Frances Burkle, Adoma Pu! 
lishing Company, secretary, a! 
Joseph Cottone, Haire Publishi 
Company, treasurer. 


Appoints Geil 

Lloyd H. Geil, 
representative in the departmé 
of public relations of Standa 
Oil Company (Indiana), nas be: 
appointed second vice-preside 
and manager of public relatio 
of the Northern Trust Compa! 


formerly fie 


Chicago. 
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TESTING—Allan M. Wilson, vice-presi- 
dent of the Advertising Council and 


Edan to Hillman-Shane 


Edan Company, Los Angeles, 
manufacturer of mattresses and 
box springs, has appointed Hill- 
man-Shane, Los Angeles, to di- 
rect its advertising. Plans call for 
color pages in trade publications 


and megazines, and radio. 


Joins Neiman-Marcus 

Virginia Siske, formerly in the 
advertising department of Bonwit- 
Teller, New York, has been ap- 
pointed director of advertising of 
Neiman-Marcus, Dallas, succeed- 
ing Zula Lee McCauley, who has 
retired, effective May 1. 


‘El Leon’ to Carry Ads 


El Leon, Spanish publication of 
the International Association of 


Emerson to Join KRUX 

George T. Emerson, formerly 
with N. W. Ayer & Son, will join 
Station KRUX-Radio Arizona, 
Phoenix, and affiliated enterprises 
in an executive capacity, effective 
April 15. 


Joins Weiss & Geller 
Herbert S. Laufman, formerly 
Chicago manager of Radio Maga- 
zines, Inc., and western advertis- 
ing manager of the Cowan Pub- 
lishing Corporation, has joined 


Weiss & Geller, Chicago. 


|Holmes Resigns 


Andrew E. Holmes has resigned 
as president of Angostura-Wup- 
permann Corporation, New York, 
distributor of Angostura bitters, 


ne 


RAPID COPY SERVICE 


coordinator of the council's "Stop Ac- Lions Clubs, will carry advertis- a post he had held for eight years. 


cidents" campaign, tries his driving 

skill on the Aetna Driverometer, a test 

developed by Aetna Associated Com- 
panies, Hartford. 


Pepperell Offers 
New Retailer Kit 


BosTON—To encourage greater 
retail store promotion in the com- 
petitive market ahead, Pepperell 


ing beginning with its May issue. 


No successor has been appointed. 


Rate cards don't fix the COST 


| . : , 
‘ Mfg. Company is releasing a new 
‘ retail promotion kit offering sug- 
. gestions for both display and ad- 
- vertising. ee 
: The kit provides the retailer 
| with all material necessary for a 
well-rounded, complete advertis- eee 
ing campaign on sheets and, Pep- — 
Fe perell adds, at the same time helps 
© him avoid heavy promotion costs. 
K The kit includes: (1) layout sug- 
2 gestions, headline and copy hints, 
5. and different sizes and types of 
5 ads featuring Pepperell percales THE PUBLISHER NAMES THE PRICE --- BUT 
y and Luxury muslins; (2) similar 
¥ suggestions for Peeress and col- THE ACTUAL COST OF YOUR ADVERTISING 
It ored sheets; (3) radio spots for 
a shopping programs; (4) glossy DEPENDS ON WHAT You SAY 
- prints or mats of illustrations by  eaeacianenes 
i New York department store artists 
" and by Ric Howard, who works 
" on Pepperell’s national advertis- 
It ing; and (5) ideas for window and : 
” lepartment displays, including OME ADVERTISERS have the mistaken idea that the cost of There are many such cases. We'll be glad to show them to 
sh posters, display cards and repro- their business paper advertising is a simple matter of you. Each one is an example of how the cost of business paper 
DS luction of Pepperell sheet boxes. addition — space plus production. advertising was determined by the advertiser himself, and by 
= During April and May, the Bos- the results he was able to achieve by having something to say 
ton company will use ads in eight But that’s only the price. and then savine it effectively 
1- national magazines featuring Pep- a ie y: 
pt perell’s sheet and work fabrics, The cast of any advertising program can be measured only There’s tl — k | 
' , , vere’s the catch. You've got to know what you want 
r- but focusing attention upon its in terms of resa/ts. And results depend more on what you say os — y 
“] entire line of fabrics and finished chan on what you pay. your advertising to do which simply means setting up @ 
ld products. In addition to the maga- . valid objective for each ad, and then asking yourself, ‘‘Does 
v1 zines employed during the past Do you want your advertising to produce inquiries? We everything in this ad contribute to that objective?” 
Ol sasichcsgretgrd pe added Bride's can show you a recent business paper campaign that pulled : | basis 
e ey more than 20,000 inquiries, resulting in 13,000 orders for a - may me that i 5 Py ‘ ona your “ , eee to 
a : . total of two and one-half million units. The price of that ee ae ee oe a a ee an mennnene 
ti Universal Ups Shapiro campaign was about $7,000, but the cost — measured against sales. Phere are many other good objectives which your 
‘0 Joseph Shapiro has been pro- those results — was negligible, less than three-tenths of a cent advertising can accomplish. The important thing is to know, 
noted to assistant to S. M. Rosen- per unit soldt not only your markets, but what your prospects want to 
erg, vice-president and director ‘ k | : Ao 
a now about your product. And then tell them uickly, 
ys of sales of Universal Match Cor- ; eR a Oe eee ee ee , ) P 4 y 
1a poration, St. Louis. Mr. Shapiro Do you want your advertising to break down sales resistance, clearly, completely. 
e€ vill have charge of sales in the and create acceptance for your product? We can show you an 
< " addition a caer oon advertisement that was designed to do exactly that. It didn’t You don't have to bait business paper readers with “cute” 
en er hee cll » thi “st-read ; levices or irrelevant pictures. The business paper reade i 
ee luet Universal’s sales training draw a single inquiry — but it was the third best-read ad ‘ : . Pp : ete , paper reader He 
chools. in the book, and an all-type ad at that. Moreover. the more Of a hurry than you are ell read your message if the 
ce > é . . 
s ——E advertiser's salesmen report that since this campaign was headline promises to tell him something he wants to know. 
Reilly Names Larrabee launched, they no longer have any “missionary’’ work to and if the copy fulfills that promise. 
Frederick H. Larrabee, formerly lo among the Spe 
. ’ . n ‘ £ their DrOSpects. po ; ; 
ssociated with several New Eng- here's a pretty interesting little booklet which has helped 
and agencies, has been named art Do you sell heavy equipment? We can show you another hundreds of business paper advertisers sell a lot more goods 
irector of J. M. Reilly Company, ; ae I ay a oe a heatialncte. dnl Ir Ned ' a . , 
Boston agency business paper advertisement that brought in orders for three tor their advertising dollars. It’s called “Hit The Road,” an 
. — : such units (at $8,000 each) within a week after it was published, if you haven't read it, drop us a card today and we'll send 
te And customer inquiries are still coming in. you a tree copy. 
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McCormick Flays 
N. Y. Dailies 
and Press Report 


Cuicaco—Col. Robert R. Mc- 
Cormick, editor and publisher of 
the Chicago Tribune, bitterly 
lashed coercion of advertisers and 
newspapers by “bloodthirsty 
fanatics,” and at the same time 
denounced newspapers which 
“serve special interests,” in a talk 
to the Chicago Federated Adver- 
tising Club April 2. 

Pulling no punches, he lam- 
basted the New York Herald Trib- 
une as being a newspaper once 
of general circulation “which has 
in recent years supported narrow 
special interests.” He also im- 
plied that the collapse of David 
Stern’s Philadelphia Record, as 
well as drastic cuts in New York’s 
PM and Post, were due to the 
same reason. 

He described graphically how 
the Chicago Tribune has scorned 
coercion by advertisers or other 
outsiders including the original 
Marshall Field, who at one time 
lent the Tribune $500,000 at an 
interest rate of 10%. 


Hits ‘Freedom’ Report 


The four-year deliberations of 
the Commission on the Freedom 
of the Press, whose findings were 
published in “A Free and Re- 
sponsible Press” (AA, March 31), 
were waved contemptuously aside 
by Col. McCormick, who referred 
to it as “fa so-called report by a 
dozen professors and a couple of 
crackpots paid for by $200,000 
from Henry Luce and two cents 
from Robert Hutchins.” 

He termed the report part of a 
general campaign against all 
newspapers which, he said, con- 
sisted of a ‘number of sloppy 
magazine articles by hack-writers; 


outpourings from the lowest of 
the columnists; some books by 
authors of easy virtue; a foolish 


diatribe by Sen. Murray of Mon- 
tana... .” 

The provision in the Constitu- 
tion for free speech and a free 
press is nullified, Col. McCormick 
declared, in periodicals by the 
large subsidies they receive from 
the Post Office department. Said 
Col. McCormick: “Everything said 
over the radio is said under the 


threat that the radio license will 
not be renewed.” Freedom of the | 
press in America, he said, ap- 
plies only to newspapers despite 
what he termed widespread con- 
spiracies to discredit newspapers 
of independent habit. 


Upholds Advertisers’ Rights 


He likened the attempts to 
throttle advertising to those which 
would curtail freedom of the 


press. The publisher declared that 
advertisers have the right to ex- 


press opinions on products re- 
gardless of their type, and further 
asserted that he would do all 
within his power to uphold the 
rights of advertisers. 

Suspension of newspapers would 
mean tremendous declines in 
business, Col. McCormick pointed 
out. A nationwide shutdown of 
newspapers would result in a gen- 
eral paralysis throughout the na- 
tion, he declared, and would affect 
millions who are in no way con- 
nected with either advertising or 


the newspapers. Freedom of the 
press extends to advertising as 
fully as it does to news, he de- 
clared, and must be so construed. 


‘Sport’ Appoints 2 

Sport, published by Macfadden 
Publications, New York, has pro- 
moted Carl Hart of the western 
sales staff to western advertising 
manager. Edward J. Brennan, 
formerly with the L. F. McClure 
Company, has joined the western 
sales staff. 
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Holsum Appoints Konze 4 


Konzen 
sales 


Oscar 
pointed 


Milwaukee. 


Adds Printing Division 


John Falkner 


manager 
coffee, tea and prepared must 
department of Holsum Produ 
He will make his headquarter: 


been 
of 


has 


Arndt & 


( 


Philadelphia, has set up a print 


division, with Richard Keener, 


of the agency’s production men 


manager. 


| REACH THE — 


')) LD 
W/Z 


It’s the active, buying 
half of Cincinnati that 
reads The Post. Number 
of families reached?57%! 
Get the facts this 
profitable market now. 


The 


on 


incinnati 
Post 


CINCINNATI 2, OHIO 


— 


READER UNE 
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74,265 questions were answered 


over the phone by the Spokane 


newspaper library in 1946. 


More than 2.500 people paid attendance at a baseball game 


sponsored by The Spokesman-Review to select player for 


All-Star’ team to play against 


the Brooklyn nine. 


2.000 pictures of babies were at- 
tracted by The Spokane Chron- 


43,379 questions were answered in person in the one year at the 
Spokane newspaper library. 


eo 


% : 
r 


icle's 1946 Baby Contest. 


c 


8 000 children enjoyed themselves at the Spokane Chronicle's annual 


Tilakum picnic in the summer of 1946. 


‘Total questions answered, 


139,396. 


18,069 dress patterns were sold by the Spokane Chronicle 
in the year 1946. 


The Spokesman-Review Service Departmen! 
answered 21,752, queries by mail in 1946 
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4% More Homes 
Cooking With Gas 


New YorK — More than 7,000,- 
0 American homes have been 
dced since 1935 to the list of 
those households which cook with 
gas 


Mike ae 


7,100,000 gain represents a 
increase for the period. 

During the same period, 2,800,- 
000 additional families purchased 
electric ranges, bringing the total 
number of electric cooking cus- 
tomers to 4,000,000, the association 
said. 

More than 90% of all homes on 


45% 


According to the Gas Appliance 
Manufacturers Association, 15,- 
752.000 homes cooked with gas in 
193) compared with 22,900,000 
homes now using gas ranges. This 


piped gas lines use gas for cooking, 
and 62% of all homes in the U. S. 
cook with either piped or with L-P 
(bottled) gas, it added. There are 
3,500,000 rural L-P gas cooking 


customers, an increase of more 
than 600% since 1935, the associa- 
tion reported, adding that the 
number of electric range installa- 
tions in rural territories amounts 
to 1,785,000. 


Lowers Aircraft Price 


Luscombe Aircraft Corporation, 
Dallas, has announced a $500 re- 
duction on the retail price of the 
all-metal 65-horsepower Silvaire 
Standard, which will now sell 
for $2,495. 


Promotes Robert H. Sill 


Alfred J. Silberstein, Bert Gold- 
smith, New York agency, has ap- 
pointed Robert H. Sill media di- 
rector. Mr. Sill joined the agency 
a year ago, upon his separation 
from the Army. 


Falstaff Names Sasbuin 


H. A. Goodwin, merchandising 
and sales counselor, has been ap- 
pointed general sales manager of 
Falstaff Brewing Corporation, St. 
Louis. 


appeal for funds to finance worthy causes. 


ppeals are presented on these pages. 


This extraordinary reader influence is of 


outstanding markets. 
have brought substantial new payrolls to add 


over a Billion Dollars annually. 


Spokane’s two great daily newspapers, The 
Spokesman-Review and Spokane Daily Chronicle 
are noted for their exceptional reader influence. Evi- 
dence of this influence is the responsiveness of the 
public to the Spokane dailies’ various services, their 
Records 


for the year 1946 for some of these services and 


pecial significance right now because the field cov- 
eed by The Spokesman-Review and Chronicle— 
Spokane and Inland Empire—-is one of the nation’s 
Here, post-war developments 


he wealth of farms, stock ranches, mines and for- 
sts; so that this district's gross income has risen to 


13,731 phone calls 


es- 


to 


1m A Bd 2 Bee, 


MONEY RAISED 


During 1946 the Spokane Dailies sponsored 
various fund-raising drives and received generous 
public response. In addition to supporting efforts 
like the Community Chest, the Spokane Dailies 
joined hands in raising a fund of $118,000 for the 
survivors and relatives of the nine members of the 
Spokane Indians ball club who lost their lives in a 
bus accident in the Cascade mountains. In 1946, 
also, The Spokesman-Review assisted in raising 
$15,000 for ‘‘Bill,”’ a blind and crippled veteran, 
and received contributions totaling $8,017 to finance 
a delicate operation on a ‘‘blue baby.”’ 


ni 
i 


Review's Dorothy Dean and assistants in 


SPOKANE NEWSPAPERS yea 


were answered by The Spokesman- 


1946. 


65,700 recipe leaflets were sold by the Home Economics 
Department in 1946. 


12.378 visitors were attracted to the Home Economics 
Department in the one year. 


] Ter SPOKESMAN-REVIEW Spokane Baily Chroniéle 


pr VING 


WORNING SUNBAY 


3 
; Con | Daily Circulatis 


a ” Adveriisind Representatives: John 8. Woodward, lnc., 
Chicage, Detroit, Les Angeles, Sen Francisco 


New York, 


SPOKANE, WASHINGTON 
Ty on . wer | 
silt 4 


Ay (Ann 
44,000 . 


81.249 


II Ripe FP : 


Vduplicatec 


4 


Color Representatives, SUNDAY SPOKESMAN-REVIEW 
Comic Sections: Metropolitan Greup 


It’s a little 
embarrassing 
blowing your 
own horn 
but... 


THE 


WEEKLY 


Caculation to 


9,052,251 


P.S. These are the official ABC figures 
for the 20 distributing units, 6 months 
ended September 30, 1946. 


... and at the lowest 

cost per color page per 

thousand of any leading 
weekly magazine 


@ The American Weekly pro- 
vides effective coverage in 
more communities of every 
size than any other publica- 
tion ever delivered into 
American homes. 


@ The American Weekly goes 
into 20% or more of the 
homes in each of 4083 com- 
munities of 1000 population 
or more.These places include 
the 760 key cities where 50% 
of all retail business is done. 


@ More than 16,400,000 fami- 
lies live in these communi- 
ties—over 7,800,000 read 
The American Weekly. 


@ In addition, over 1,000,000 
families in places under 1000 
population also read this 
great national magazine. 


@ This includes men and wom- 
en in every walk of life, in 
every income group, in every 
educational or social class. 


For years leading advertisers 
have called The American 
Weekly the most effective sin- 
gle medium for national ad- 


vertising . . . and for winning 
the enthusiastic support of local 
merchants. 


THE ERICAN 


\WEEKLY 


“The Nation’s Reading Habit” 


A Hearst Publication 
63 Vesey Street, New York 7, N. Y 
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Far Program Promotion! 


People in the South Bend market are continual- 


ly reminded that WSBT brings them the top 


BUS CARDS a 
DEALER LETTERS | %, 
DIRECT MAIL | 
NEWS STORIES | 
| NEWSPAPER ADS ae 
mm PROGRAM LISTINGS 
PROGRAM SPOTS 
STUDIO DISPLAYS 


radio shows. Whatever WSBT promotes — one 


program or a series, one listening period or 
an entire day — it does so consistently and ef- 


fectively. Promotion like this gives WSBT ad- 


vertisers a decided advantage in this area. 


960 
KILOCYCLES 


COLUMBIA 
NETWORK 


SOUTH BEND 


PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE \ 


Mercready Names Handy 
J. Lloyd Handy, formerly with 
O. S. Tyson & Co. and Michel- 
Cather Company, New York, has 
been appointed manager of the 
newly established public relations 
department of Mercready & Co., 
Newark. 
Lyon to ‘Oregonian’ 
Claire Lyon, formerly of the 
Rudolph Kuhn Advertising 
Agency, Portland, Ore., has joined 
the promotion department of the 


Portland Oregonian as copy-| 


writer. 


To Stubbs & Montgomery 


Jacqueline Joyce, formerly mid- | 


west editor of Mademoiselle and 
—more _ recently—of Deb, has 
joined Stubbs & Montgomery, 
Chicago agency, as an account ex- 
ecutive. 


| Baldwin Rejoins Air-Way 


Advertising Age, April 14, 1:47 


FLYING TRIP—Grover Kinney, |e‘: 
vice-president of District 2, Advertising 
Association of the West, and Steve 
Russell, publisher of the Monitor anc 
past president of the Denver Adclu: 
are shown before taking off for offic's 
visits to advertising clubs in Boice 
Ogden, Provo and Salt Lake City. Sh 

ley Buell, executive secretary of the 
Denver club, hands them their assign. 

ments. 


Burdette M. Baldwin, who was} 


with Air-Way Appliance Corpo- Mayers Company 


‘ration, Toledo, for 13 years prior 


to the war, has rejoined the com- Absorbs Oxarart 


pany as sales promotion manager. 


all business is local 


National advertising, did you say? Take 


a look at this nationally advertised universally used 
packaged food item. In one city, recent brand 
preference studies show, 18% of the 
families buy it. In another, 23%; in another 52%. 
¢ Why? Markets differ as people differ . . . 
in tastes, in reading habits, in buying habits. 
Only thing sure for certain is that every sale 
vour advertising makes in any market is a local 
transaction ...a local consumer buying from a local dealer. 
e That's why newspaper advertising is so responsive. 
With 51,000,000 daily circulation in the U.S. and Canada 
an all-time high—newspapers are the biggest 


mass medium. Yet they give you 


to concentrate yout 


eflective control... b Uu rea Uu of 


AMER A AI EV f 


APEE t 


advertising where you want it 
when vou want it... to build sales at low cost. 
@ Every day we get more information about more things in 
the many markets of this wide and varied country. 
Some of it is probably right down your alley. 


Why not ask us to tell you about it? 


advertising 


JERS ASSOCIATION 


Execs, Accounts 


Los ANGELES — Key personne! 
and accounts formerly handled by 
the Frank Oxarart Company have 
been acquired by the Mayers Com- 
pany, according to an announce- 
ment by Henry Mayers, agenc) 
head. 

The amalgamation follows the 
sale by Frank Oxarart of his in- 
terests in the agency which bore 
his name, to take charge of the 
new West Coast network sales of- 
fice established by Columbia 
Broadcasting System (AA, March 
31). 

Other principals of the Oxarart 
agency who are now members of 
the Mayers staff include James P 
Shelley, William W. Harvey and 
William Pugh. Mr. Shelley for- 
merly was an account executive 
with McCann - Erickson, Chicago, 
and supervised such accounts as 
the National Dairy Council, Milk 
Foundation, McCray Refrigerato: 
Company and others. Mr. Harvey, 
formerly director of advertising 
and public relations for the Title 
Insurance and Trust Company, has 
been engaged in sales promotio! 
and merchandising on various na- 
tional accounts. Mr. Pugh served 
as a merchandising executive with 


| the Oxarart Company. 


The Mayers Company, now ob- 


;serving its 27th anniversary 0! 
|agency operation, boasts a client 
| list of 44 firms, including leading 


Southern California corporation: 


Duke Joins Meritt 


Claude W. Duke, for six yea‘s 
sales promotion manager of 1! 
pharmaceutical division of Stanc- 
ard Brands, and before that i 
gional manager of Schenley D 
tillers Corporation, has _ join 
Meritt Chemical Compa! 
Greensboro, N. C., maker 
Meritt medicated powder, as vic: 
president and sales manager. 


Plans Mattress Drive 


National Mattress Compa! 
Huntington, W. Va., has just co 
pleted plans for the largest 
vertising campaign in its histo 
The campaign, to be pla 
through Bozell & Jacobs, Chic: 
will include 14 national magaz!! 
local newspapers, radio and 
plays. 


-Gardner-Denver Shifts 


Edgar F. Schaefer, execu 
vice-president of Gardner-De! 
Company, Quincy, Ill., manu! 
turer of pumps, compressors 
other equipment, has been ele: 
president, succeeding H. G. My: 
who has been elected chairma! 
the executive board. Mr. M: 
succeeds the late J. W. Gara 


Stewart Joins KCMO 

Hanna Stewart has joined 
promotion and publicity de} 
ment of Station KCMO, Ki: 
City, Mo. 
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25,200 PICTORIAL REVIEW FAMILIES... 
PROSPECTS FOR LIBERTY COACHES 


IT’S ONLY NATURAL, SINCE 


Nowhere Els@ does such a star- 
studded cast of writers and artists go to 


work to help you sell 


Nowhere Else among magazines 
does the magnetism of /Jocal entertain- 


ment news draw people to your story 


Nowhere Else is advertising so 


rigidly limited in order to assure your 


message of spotlight visibility 


Nowhere Else can you pick your 


markets—from 1 to 10 —as you like 


REPRESENTED NATIONALLY BY 


Trailers at thousands of dollars apiece— 
or mayonnaise at two bits a jar? When 
Pictorial Review goes to work, the pros- 
pects stand in line. Liberty Coach Com- 
pany did it with a single Pictorial Re- 
view page. And 25,200 inquiries about 
their trailers came roaring in with al- 


most jet-propelled speed. Since then 


1 


IN OVER 6,200,000 HOMES 


ctorial 


(and why not) three more Pictorial Re- 
view pages have been lining up new 
prospects for Liberty Coaches by tens 
of thousands every time. That’s no sur- 
prise for any advertiser who’s put Pic- 
torial Review power behind his selling. 
Time after time, the proof piles up... 


Pictorial Review is a natural for results! 


FROM COAST TO COAST 


covering 10 major markets through the Sunday Issues of 


New York Journal-American 
Baltimore American 
Pittsburgh Sun-Telegraph 


Detroit Times 
Chicago Herald-American 
*Milwaukee Sentinel 


Los Angeles Examiner 
San Francisco Examiner 


Seattle Post-Intelligencer 


Boston Advertiser 


(*Milwaukee Sentinel represented for Pictorial Review only) 


HEARST 


ADVERTISING SERVIC 


eview 
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hen it comes to looks—nothing. 


But when it comes to sales power— 


that’s something else again. 


For the “5th Cover” we’re talking about is 
the Sunday newspaper in which THIS WEEK 
Magazine is distributed. And the Sunday 
newspaper, as any retailer will tell you, 1s 


a mighty handy thing to team up with a 
national magazine. 


Wrap the Sunday newspaper around 
any national magazine and you'd make it 
a better salesman. For it would give that 
Magazine an “extra ingredient,” a shot of 
immediate sales power that turns the lei- 


surely magazine reader into a let’s-get-it- 
now buyer. 


And that’s an “extra” that many maga- 


zine advertisers are going to need this year. 
x ’« * 


The holiday is over—magazine advertis- 


ing is back in the business of selling goods. 


AND 24 OFA 


The Atlanta Journal 


THIS WE 


MERICA’S MOST INFLUENTIAL NEWSPAPERS 


Advertisers still want to make friends 
for tomorrow—but they also have to make 
customers for today. And the way to kill 
both these birds with one medium 1s to back 
up the long-range power of the magazine 


with the immediate sales punch of the 
newspaper. 


In short, to use TWM—the magazine 
that has that “Sth Cover.” 


For THIS WEEK’s 8% million families and 
19 million readers aren’t “just looking” 
through a magazine when they see your ad. 
They’re shopping through America’s great- 
est market place, the Sunday newspaper. 
Your local dealers spend their own dollars 
there, because they know those dollars will 
come back in sales— not next month, or 


next year, but the very next day. 


Put your magazine dollars there, and 


they'll come back with the results that 
1947 demands. 


The Baltimore Sunday Sun 
The Birmingham News 
The Boston Herald 

The Chicago Daily News 
The Cincinnati Enquirer 
Cleveland Plain Dealer 
The Dallas Morning News 


saturdays in Chicago and Philadelphia. 


Des Moines Sunday Register 

The Detroit News 

The Indianapolis Star 

Los Angeles Times 

The Memphis Commercial Appeal 
The Milwaukee Journal 
Minneapolis Sunday Tribune 


New York Herald Tribune 


The Philadelphia Evening Bulletin 
The Pittsburgh Press 

Portland Oregon Journal 
Rochester Democrat & Chronicle 
St. Lovis Globe-Democrat 

San Francisco Chronicle 

The Spokane Spokesman-Review 


The Washington Sunday Star 
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Hyde Joins Newmyer 

Anthony Hyde, 
version director since 1945 and 
formerly deputy director of in- 
formation at OWMR, where he 
supervised the media program- 
ming division, has joined Arthur 
Newmyer & Associates, Washing- 
ton public relations counsel. Mr. 
Hyde resigned as account execu- 
tive at Lord & Thomas in 1942 to 
take charge of the government’s 
United Nations information cam- 
paign. 


deputy recon- 


Readership 


Building 
SUPPLY NEWS 


Feltis Barnstorms 
for BMB's 1948 
Audit Program 


New YorK—Hugh Feltis, presi- 
dent of Broadcast Measurement 
Bureau, left New York last week 
on a three-month, coast-to-coast 
trip, during which he will seek 
support at 14 district and regional 
meetings of the National Associa- 
tion of Broadcasters for BMB’s 
1948 measurement program. 

His itinerary also includes sev- 
eral special meetings of adver- 


|tisers and agencies, and meetings 


of BBM, the Canadian counter- 
part of BMB. Mr. Feltis’ first stop 
was Chicago, where he partici- 
pated in the semi-annual meeting 
of the Association of National Ad- 
vertisers. 

The speaking dates as currently 
scheduled are: 

NAB district and regional meet- 
ings: Kansas City, April 14; 
Houston, April 21; Roanoke, April 
28: Birmingham, May 1; New 


York, May 5; Chicago, May 8; 
Baltimore, May 27; Boston, June 
2: Portland, Ore., June 17; San 
Francisco, June 26, and Los An- 
geles, July 2. 

Mr. Feltis will discuss BMB 
with advertisers and agencies at 
meetings in Kansas City April 16, 
San Antonio April 18, Houston 
April 23, Memphis April 25, Bal- 
timore May 28, and San Francisco 
June 27. 

He will address the Advertising 
Federation of America in Boston 
May 26 and speak before the BBM 
in Toronto June 4, Winnipeg June 
6, and Jasper June 8. On June 23, 
Mr. Feltis will speak before the 
Advertising Association of the 
West at Sun Valley and he will 
be the speaker at the Los Angeles 
Advertising Club July 1. 


Gallup Opens Agency 

Charles A. Gallup, formerly 
vice-president and co-manager of 
the Indianapolis office of Bozell 
& Jacobs, has established Gallup 
Company, 216 Mansur building, 
Indianapolis, advertising and pub- 
lic relations consultant. 


Advertising Age, April 14, 1.47 


Ameer 14/0 DUNE) BeVIYDI Cm irreest wauson 


WEATHERPROOF—Interstate Baking Corp., Kansas City, Mo., is using deca| 

signs such as this one on Los Angeles street benches. The 20x68-inch deca| 

was produced by Meyercord Co., Chicago, by special processes to make + 
color-fast, weather and wear-proof. 


Henderson Names Smith | 


Henderson Electric Company, 
Toronto, has appointed R. C. Smith 
& Son, Toronto, to handle its ad- 


vertising. The initial campaign 
will appear in business papers 
promoting its line of Tru Lux 


fluorescent lighting equipment. 


Bundles for Toddlers 


144.000 
Boys and Girls 


(AGE 1 TO 5 YEARS) 


Whose Moms and 
Dads Read 
The Detroit Times 


NO COVERAGE IS COMPLETE WITHOUT 
THE 400,000 FAMILIES REACHED BY 


Some day these 144.000 TODDLERS (boys and girls 


use—are selected by their fond parents. 
These 144.000 toddlers (51.5% boys and 48.9°7. girls) 
are the pride and joy of 400,000 families who read The 


under 5 years of age) will make their own choice between 
your product and that of your competitor. Right now 
their food, clothes, toys—everything they consume or 


Detroit Times every day. This fact makes the “toddler” 


group an important market. Their needs are many and 
frequent. Their types of food change often—they out- 
grow shoes and clothing quickly. Its a BIG replacement 


market. Its a BIG BUSINESS market. 


Cultivation of the infants’ wear field in the Detroit 


market obviously 


MAJOR MEDIA 


The 


stamps 


tising schedule. 


REPRESENTED NATIONALLY 


Detroit 
a justifiable “must” on any adver- 


Times as a 


The DETROIT TIMES 


BY THE HEARST ADVERTISING SERVICE 


Sit Tight, Granny; 
Admen Say You've 
Got What It Takes 


Toronto—Why are women jot! 
progressing faster in the adver- 
tising business? What is holding 
them back? In what ways « 
they excel? 

Members of the Women’s Ad- 
vertising Club of Toronto pushed 
the hair back from their ears t 
hear the answers to these ques- 
tions during a panel discussion at 
the club’s March 24 meeting, led 
by Margaret Brown Campbell an 
addressed by Mabel  Stoakley 
Nazla Dane, Marjorie Sutherlan 
Wesley and Dorothy Benson. 

Nucleus of the discussion wa 
a batch of letters from key ad- 
vertising executives who had re- 
plied to questions put by the club 
Highlights of the conclusions wer: 
these: 


That advertising is 


the one 
business in which young women 
cannot beat out the older ones, 


because it promises a good future 
regardless of age. Few 
achieve success. before 
thirties, and many of 
successful women in 

are in their late forties and 
fifties. They have stored up 

wealth of experience and know!- 


women 
thei 

the 
advertising 


most 


edge, an accumulation of “know” 


factors that make for success in 
advertising. With this to draw 
on, their counsel is eagerly sought 
by big business. 


For every man who felt that a 


university degree is important, the 
speakers said, two did 
sider it important, 
agreed on the 
good education. “Too ma 

younger women mistake dissat 

faction for ambition,’ one execu- 


] 


importance ol 


tive claimed. “One way to s 
ceed is to do the simple thi 
well—and go on from there 


something better. Don’t skim < 


the unimportant detail bec: 
your mind is on bigger thi 
Women excel in detail 


more than men.” 

The 11 jobs in advertising 1 
women do best were rated by 
men Copywriting, radio, 
search, space buying, publi 
house organ editing, contacts ' 
trade, production, public relat 
sales promotion work and 
with customers. 


as: 


tacts 


Dedicates Transmitter 


Station KMOX, St. 
cated its new 50,000 watt 
mitter April 7, with a sg 
broadcast narrated by Jack * 
ton, program director, and 
the studio orchest! 
vocalist and dramati 
remote pick-ups from n 
cities. 


Louis, 


turing 
chorus, 
and 


Plans Fashion Show 
The Manufacturers and W 
salers Association of San |! 
cisco will be host to the ad 
fashion show and apparel ! 


May 12-13. Highlight of the 
ing will be the annual “O 
Fashion Award dinner to ' 
all Pacific Coast fashion 


and editors are invited. 


not con- 
although all 


Acvertising 


CAB Ch 
Assails 
‘Lobbyi 


\V ASHINGTC 
again refuse 
the case for 
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CAB Chairman 
Assails Airline 
‘Lobbying’ Ads 


\VASHINGTON — As the CAB 
again refused to order a study of 
the case for steamship operation 
ff airlines, Chairman James 
Landis of the Civil Aeronautics 
Board delivered a stiff uppercut 
last week at “lobbying” adver- 
tising used by applicants for CAB 
favors. 

Most board members felt Con- 
sress has issued a ban on steam- 
ship operation of planes. While 
Landis differed, feeling that the 
steamship applications should be 
onsidered individually, he agreed 
that there is need for a general 
study of the issue. 

It was in the course of a lecture 
to the other members on the need 
for facing up to the steamship 
ssue, that the chairman brought 
in the advertising of “Wings for 
Ships’ and Pan American Air- 
Ways. 

“Pressures build up inside and 
uutside the government for and 
against surface carriers competing 
in the air with independent air 
arriers,” he wrote. ‘Frequently 
these pressures are unpleasant, 
ut it is not the business of the 
yard to escape them by impart- 
ng to law a policy it does not 
ontain. 


Cites Three ‘Pressures’ 


“Instead, it is its business to 
inalyze case by case the merit of 
ontending positions and in the 
ight of experience thus gained, 
to evolve the sound air transpor- 
tation policy desired by Con- 
gress.” 

In the appendix of his opinion 
ire reproduced three examples of 
pressures,” Chairman Landis 
ioted. These pressures, he said, 
were “certainly unpleasant, if not 
mpinging upon the bounds of 
ropriety. 

“The fugitive nature of such 
iaterial makes it desirable, in the 
nterest of historical appreciation 


f the difficulties that beset the 
idministrative process, to give 
them, by reproduction in_ this 


pinion, some element of perma- 
ency.” 
Two of the advertisements 
vere placed in newspapers and 
lagazines by “Wings for Ships,” 
organization involved in the 
‘teamship case. Its ads argued 
forcefully for the use of planes 
‘o supplement other services of 
hip owners. 
Hits C&S Subsidy 
One of the ads was an open 
etter to CAB criticizing its grant 
f an airmail subsidy to enable 
& Southern Airlines to 
extend its routes to Cuba. Titled 
High and expense journey,” it 
romised that steamship lines 
ild fiy the mail without any 
sidy (AA, Feb. 24). 
he third ad appended to the 
lion was a Pan-American 
‘ad proclaiming the possibility 
5lo-hour schedules “coast to 


‘hicago 


t.” It was released shortly 
r the firm applied for routes 
n New York to Seattle, San 


icisco and Los Angeles. 

[t is of interest that the Rain- 
Clippers, promised to an un- 
ecting public in the Pan 
‘rican ad, will certainly not be 


1coming in 1947, if ever,” Mr. 
lls wrote. 

M lan Fair Scheduled 
he Milan International Fair 


be held in Milan, Italy, June 
‘9, 1947. The closing date for 
e applications is April 19 

B. Erskine, 135 S. LaSalle 
Chicago, is United States rep- 
ntative, 


'To Address Four A's 


Senator Warren R. Austin, U. S. 
delegate to the United Nations 
Security Council, and Raymond 
Rubicam, chairman of the infor- 
mation committee of the Com- 
mittee for Economic Development, 
will be speakers at the annual 
meeting luncheon sessions of the 
American Association of Adver- 
tising Agencies, on April 17 and 
April 16, respectively. 
16 luncheon is 
A’s member agencies, personnel 
only; that on April 17 will in- 
clude invited guests. Both will be 
held at the Hotel Waldorf-Astoria, 
New York, as part of the asso- 
ciation’s 29th annual meeting. 


Interchemical to F&S&R 


Fuller & Smith & Ross, New 
York, has been appointed to 
handle the advertising of Set-Fast, 
Mil-DU-rid, DeGreaser, Dippo and 
other household aids of the trade 
sales division of Interchemical 
Corporation. 


limited to 


The April | 
Four | 


Form Printing Company 
Sherman - Hennessey Printing 
Company has been formed at 801 
S. Wells St., Chicago, by Len 
Sherman and Joseph Hennessey, 
who was formerly with Blakely 
Printing Company. The new 
printing company will be oper- 
ated in conjunction with the H.-C. 
Sherman Printing Company. 


Plans Special Drive 
Druggists Addressing Company, 
St. Louis, has planned an ex- 
tensive advertising program using 
trade, technical and professional 
publications, to celebrate its 25 
years in business. Root-Manda- 
bach Advertising Agency, Chi- 
cago, is the agency. 


Robson to Join Kuhn 


Marion Robson, formerly with 
Ballou & Wright Company, will 
join the staff of Randolph Kuhn 
Advertising Agency, Portland, 
Ore., April 21. 


Buck Leaves Reinhold 


Edward M. 


the position of 
ager for the 
Society 
Engineering News 


3uck has 
from the Reinhold Publishing Cor- 
poration, New York, where he held 
advertising 
American 
publications, Chemical 
Industrial 


and 


& Engineering Chemistry. 


resigned 


man- 
Chemical 


37 
Dunhill to Walsh 


The Toronto office of the Walsh 
Advertising Company has. been 
appointed to handle the advertis- 
ing of Alfred Dunhill of London 
Ltd., Toronto. In addition to the 
Dunhill tobacco sundries, the ac- 
count includes products of Mary 
Dunhill cosmetics, a subsidiary. 


BALANCED CIRCULATION 


CANDY INDUSTRY is 
FIRST in audited 


circulation, and 
FIRST in adver- 
tising volume 
too! Figures 
on request. 


Member 


Don Gussow, Publisher 


° a 


CANDY IINDUSTRY 


THE NEWSPAPER OF CONFECTIONERY BUSINESS 
33 W. 42nd St., New York City 
Other Don Gussow Publications @ Bottling Industry * Tobacco Record 


& Editor . 


dD 


SO cE 


THE OSTRICH 
BURIES HIS HEAD 


VERYONE knows that one, of 
E course. When an ostrich sees 
danger, he buries his head in the 
sand and thus falls an easy prey to his enemies. 


The only trouble with it is that it just isn’t true. If it 
were true, there wouldn’t be any ostriches. When 
there is danger, an ostrich runs like the devil, gen- 
erally down wind, and if it is blowing hard, he uses 
his wings as sails. He never buries his head in the 


sand. 


But Americans believe nonsense like that, not only 
about ostriches but about more familiar things like 


newspapers. 


Here in New York, for instance, are nine newspapers 
all trying to do the same thing. They are all trying to 
get as many readers as possible. They all know that 
the soundest measure of advertising effectiveness is 
the number of readers they attract. Those readers 
vote for the paper they prefer when they go up to a 
newsstand, plunk down their money and pick up— 
not any paper—but the paper they think is best. 


Some newspapers succeed better than others. But the 
boys on the less successful papers have to sell their 
space. So they have produced an ostrich story. 


Here it is: The successful papers have mass circula- 
tion which, viewed through the nostrils, can be 
made to appear quite terrible. The less successful 
have class circulation, and the reader of a class news- 
paper would rather be found dead than reading a 
mass newspaper. Of course, the class newspapers are 
trying to grow and they make a lot of noise about 
their puny gains. If they could grow as much as they 


wished, they too (Heaven forbid! ), would become 
horrid mass newspapers. 


The Mirror is quite content to rest its case as an ad- 
vertising medium on the vote of the people of New 
York. More than a million vote for it daily. More 
than 2,160,000 vote for it Sunday. Ask yourself— 
Could it possibly attain that circulation (which only 
two other dailies and one other Sunday have ever 
reached in the history of American publishing), 
without drawing its readers from all strata of so- 
ciety? Mirror readers are just like the readers of any 


other paper. 


But perhaps we have been unfair to the ostrich. 
There is one variety—the human ostrich—which does 
bury his head on the approach of cold, hard facts. 
He hides in the sand drifts of myth and nonsense 
and refuses to face sound reason. 


These are the facts from which he hides: 


Big, successful media are productive media. 
A big paper like the Mirror delivers an advertising 
audience at low cost per thousand. 


A big paper like the Mirror really covers the New 
York market. It surrounds a// distribution outlets, 
going everywhere products are on sale. 


New advertisers in the Mirror are amazed at the way 
it pulls. Old advertisers stick like casein glue. 
Realistic advertisers spend their money for results. 
They don’t believe ostrich myths. 


NEW YORK MIRROR 
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PRODUCES SALES 


It follows as night follows day. Advertisers using Field & Stream enjoy sales-producing 


“double exposure.”’ First, their messages are exposed to prosperous, purchase- 
minded key sportsmen. Second, key retail sporting goods dealers give prominent 
point-of-sale display to Field & Stream advertised merchandise because 
they know it sells. 


“Double exposure’’ means more sales. Field & Stream provides "double exposure.”’ 


That’s why... 


MORE ADVERTISERS USED MORE SPACE IN 1946 IN FIELD & STREAM 
THAN IN ANY OTHER OUTDOOR MAGAZINE! 


AMERICA’S NUMBER ONE SPORTSMAN’S MAGAZINE 
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THE LEADER—More home freezer 


advertisers used more space in 1946 in Field & Stream 


than in any other outdoor publication. These 


advertisers appreciate the double value that 


“double exposure’’ provides. 


Exposed First 
IN FIELD & STREAM 


The manufacturer of a low temperature freezer 
writes: “Sales of over $8,000.00 resulted 
from the first ad we ran at a cost of somewhere 
around $165.00."’* The many advertisers who 
make Field & Stream a ‘‘must”’ on their 
outdoor lists will tell you: It's far more 
important to reach the key sportsmen than 

to reach the most people! 


Proof of results from the advertiser 


*From the testimonial letter files of Field & Stream 


Exposed Second 
AT THE POINT-OF-SALE 


A recent survey among sports dealers asked, 
“Which outdoor magazines do sports dealers 
turn to for suggestions regarding . . . goods to 
stock ... ?'’** The dealers’ first choice by a 
wide margin was Field & Stream. This is 
proof of Field & Stream's influence at the 
point-of-sale—and proof of the fact that dealers 
are interested in selling products advertised 

in this magazine. 


Proof of dealer influence 


**From Richard Manville dealer survey 
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Retail Ads Pay 
More Now, Club 
Told by Edwards 


CINCINNATI—“Not only does ad- 
vertising pay, but now we know 
how to make it pay more,” 
Charles M. Edwards, advertising 
consultant and dean of the New 
York University school of re- 
tailing, told the Advertisers’ Club 
of Cincinnati. 

“Through accumulation of ad- 
vertising knowledge and by ana- 
lyzing the advertising experience 


of nine large retail organizations | 


operating 75 department stores 
and spending $35,000,000 a year 
on advertising, we have learned 
what kind of advertisements have 
the greatest pulling power,” con- 
tinued Dr. Edwards. “We can tell 
in advance the varying degrees 
of effectiveness of different types 
of advertisements. 

“The best advertisement, with 
strongest appeal, is the one that 
gives the news about merchan- 
'dise, that tells the woman who 


reads it the facts about the ar- 
ticle in question, and answers that 
most important question: ‘What 
will it do for the purchaser or her 
family?’ 

“T referred to the woman reader 
of the advertisement, because 
from 80 to 85% of all retail store 
purchases are made by women,” 
Dr. Edwards said. “And in saying 
advertising pays, I mean that it 
not only pays the advertiser in 
profit, but also pays the customer 
in satisfaction and service from 
the merchandise bought.” 


Madison Joins Durstine 


Roy W. Madison, former public 
relations director of the Ralph H. 
Jones Company, Cincinnati, has 
been appointed account executive 
in the Cincinnati office of Roy S. 
Durstine, Inc. 


Baer Appoints Nichols 
Lee Nichols, publisher and ad- 


lication Group, Cincinnati, has 
joined the S. C. Baer Company, 
Cincinnati agency, in an execu- 
tive capacity. 


+. 


ae 


Podecal Deserve 


WASHINGTON—Department store 
sales continued disappointingly 
low during the week ending 
March 29, indicating post-Easter 
sales well below those of 1946 in 
dollar as well as unit volume. 

The Federal Reserve Board’s 
latest report shows that dollar 
volume the last week of March 
was only 10% ahead of the same 
week a year ago, although Easter 
came two weeks later last year. 
For five weeks, the year-to-year 
percentage gains have ranged only 
from 9 to 12. At least a third of 
the gain is accounted for by the 
earlier Easter date. 

The reserve board figures, while 
not positively indicating a sudden 


|sales drop soon, point strongly at 
vertising director of the Wolf Pub- | 


least to mid-April sales decreases 
from last year. In 1946, the 
weekly index (based on 1935-39 
averages, not adjusted seasonally) 
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igures on Department Store Sales 


rose steadily from 197 Feb. 2 
288 in Easter week in mid-A); 
This year, the index has mo 
from 217 to 283 at the and 
March. 

If sales receipts from Apri 
to 12 are shown to follow 
year’s pattern and drop ab 


‘DEPARTMENT STORE 
SALES INDEX | 


1935-39 EQUALS 100 


Week to Mar. 29, ’47* .28 
Week to Mar. 30, °46* .25 
Month of Feb. °47*.. . 22° 
20 
25 


Month of Feb. °46*... 
Month of Mar. °46*... 


=2 #2 iO +2 CO 


*Not adjusted seasonally 


20%, it will bring department 
store dollar volume about 10% 
below the April 8-13 week of °46. 
Sales later in the spring might 
still show year-to-year gains, 
however. 

Gains by reserve districts for 
the last week in March ranged 
from 2% in the Cleveland 
(fourth) district to 20% in the 
Boston (first) district. Akron 
showed a 17% decline and Cleve- 
land a 9% decline, because of a 
snowstorm. Birmingham led other 
cities with a 41% sales increase 


Yr.-to-Yr. % Gains 
Mo. Mo. Wk. 

Federal Reserve Jan, Eeb. Mar. 

district and city 29 

UNITED STATES. p7 10 

Boston District .. 
New Haven 
Boston are 
Springfield .. 11 
Providence 5 

New York District. 15 8 
Newark 12 0 
Buffalo i3 2 
New York 1% ' 
Rochester 16 14 
Syracuse 2 

Philadelphia Dist... | 
Philadelphia l 

Cleveland District. | 
Akron 
Cincinnati ] 
Cleveland . 1 
Columbus . 1 
Toledo ... 15 " 
Pittsburgh ; oe 

Richmond District. | 
Washington 
Baltimore .... 

Atlanta District 
Birmingham 
Miami rat 1 
Atlanta . 

New Orleans 1s 
Nashville .. 13 7 

Chicago District. ] 
Chicago ; 14 S 
Indianapolis 15 ps 
a ee 23 
Milwaukee . 

St. Louis District 1% psa 
Little Rock P 24 p 
Louisville 15 ! 

St. Louis 21 ) ot 
Memphis .. 13 2 

Minneapolis Dist. 2 
Minneapolis . 2 
St. Paul . 2 
Duluth-Superior . 1 

Kansas City Dist... ris 
Denver ... 27 13 é 
Wichita ... 3 aD 
Kansas City 6 S 
St. Joseph - 6 1 
Oklahoma City y ! 
Tulsa . l 

Dallas District ri‘ 
Dallas | 
Fort Worth 21 
Houston 30 
San Antonio 16 

San Francisco Dist. |> ps 
Los Angeles Area 21 l 
Oakland 10 
San Fran 
Portland 19 


Salt Lake City 


To Wilson, Haight 
Gilman Brothers Company, 
man, Conn., has placed its ad 
tising with Wilson, Haight 
Welch, Inc., Hartford and N 
York agency. Trade and consu 
advertising will be used. 
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Hollywood May 
Be Video Center, 
Trammell Avers 


Los ANGELES — This area may 
eventually become the country’s 
utstanding television production 
center, in the view of Niles Tram- 
nell, president of National Broad- 
asting Company — but there are 
still some big “ifs” in the prospect. 

The NBC chief made his predic- 
tion in an interview -at the net- 
work’s studios in Hollywood, 
where he reported on NBC plans 
to spend $750,000 for television fa- 
cilities at the studio and on a site 
on Mt. Wilson, for which arrange- 
ments have just been completed. 
He came here for a western sta- 
tions’ meeting, one of five sectional 
conclaves held throughout the 
country to “study specific criti- 
cisms” of radio. 

Union labor, said Mr. Trammell, 
is one of the most important fac- 
tors in the high cost of production. 
Wage scales here are higher than 

any other part of the U. S., he 
ieclared, and jurisdictional prob- 
ems are more numerous. Video 
infortunately provides five times 
more opportunities than sound 
proadecasting for disputes over au- 
thority, wage scales and working 
conditions. 


May ‘Run Us Out’ 


Summing up his analysis of the 

future prospects of video develop- 
ent, the NBC chief admitted that 
the unions here might run us 
ut.” Even now, he said, every 
hase of production is more ex- 
pensive in Hollywood than else- 
where, 

One thing that favors Holly- 
vood, in addition to talent, is 
vailable space for video studios, 
Mr. Trammell said. Lack of space 

New York’s Radio City is hamp- 
ering television development there, 
ith the possibility that facilities 
ay of necessity be moved to Long 
Island or Westchester. 

NBC’s video transmitter here is 
expected to be ready by the first 
rt of 1948, Mr. Trammell said. 

looks forward to a New York- 
lollywood network hookup with- 
two years, depending on the 
‘telephone company’s ability to 
mplete coaxial lines and re- 
eater points. These should be in- 
talled by the end of the present 
ear, 

Color television needs more ex- 
erimentation, from three to five 
ears and maybe longer, Mr. 
lrammell maintains. Neverthe- 

. he said, if the color process 
eveloped by NBC is adopted, the 
iages broadcast by the equip- 
ent may be picked up in black 

d white by present video receiv- 

through use of a converter. 

NBC officials at the sectional 
eetings analyzed the three prin- 

| protests received by the net- 

ks, Mr. Trammell said. These 

(1) too much advertising, (2) 

many mystery shows, and (3) 

many daytime serials. 

Defending the serials, Mr. Tram- 
el\l said “We have 16 in a row on 

‘, and every single one has a 

perating exceeding many of 
nighttime shows. Housewives 
them. I have defended the 
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| MORNING & SUNDAY 


MORE THAN 
500,000 SUNDAY, 
400,000 DAILY 
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soap opera from coast to coast. 
They definitely have a place in 
the radio schedule.” 


Appoints Atkinson 

The Los Angeles Commercial 
News and World Trade Section 
have named Atkinson Associates 
as representative for northern 
California and the Pacific North- 
west. Frederick A. Belden, for- 
merly San Francisco representa- 
tive for the Henry Publishing 
Company, has joined Atkinson's 
San Francisco office. 


Wingate Names Walsh 

Wingate Chemical Company, 
Montreal, has named Walsh Ad- 
vertising, Montreal, to direct pro- 
motion of Sandoz pharmaceutical 
snecialties, manufactured by San- 
doz Ltd., Basel, Switzerland. 


Publishes Market Guide 


The 1947 edition of the “Market 
Guide for Latin America,” listing 
more than 80,000 manufacturers, 
buyers and agents in all South 
and Central American countries, 
has been published by American 
Foreign Credit Underwriters Cor- 
poration, New York. 


Paulsen Joins Davis 

Ben L. Paulsen, formerly as- 
sistant advertising manager of 
Bourjois, Inc., New York, has 
joined Davis & Co., Los Angeles 
agency. 


To Sponsor Sport Show 


Bohemian Distributing Com- 


pany, Los Angeles, distributor of | 


Acme beer and ale, will sponsor 
the Los Angeles Baseball Club 


broadcasts during 1947 


the Los Angeles Angels and the in 
Newspapers, 


Hollywood Stars. 


41 


for both , weekly magazines will be 
the promotion program. Bri 


sacher, 


outdoor posters, point of sale and | Angeles, is the agency. 


used 


Van Norden & Staff, Los 


F. H. BIRCH COMPANY, INC. 


216 Tremont St., Boston 16, Mass. 


BIRCH - BOSTON 


Ais 
. 


has a national consumer magazine 
corried 111 four-color advertising 
pages in one number. This past Christmas, 
America’s leading advertisers set this 
record in the December issue of 


THE 


Never before in the history of publishing 
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| and again, national advertisers have 
found that newspaper advertising becomes far 
more profitable, pays far larger dividends 
when it is used with real continuity. 


The mighty sales-making power of contin- 
uous newspaper advertising will pay off even 
more richly in the competitive days ahead. 
But now for the first time, through A.N.A.N., 
you can collect a second dividend in the form 
of continuity and volume discounts. 


Through this national Network of local 
newspapers your advertising dollar goes fur- 
ther, digs deeper, does more . . . and a super- 
latively economical medium becomes more 
economical than ever before. 


And that’s only one of the important ad- 
vantages which A.N.A.N. offers you. Others: 


THE LARGEST DAILY AUDIENCE you can 
buy in one package. Already A.N.A.N, delivers 
12,400,000 daily circulation and 15,600,000 Sun- 


thanks to A 


day circulation, reaches | out of 3 U.S. families 
on weekdays, 2 out of 5 families on Sundays. 
THE MIGHTY LOCAL SALES POWER of the lo- 
cal newspaper, harnessed at last into a truly 
national medium. 

INTENSIVE COVERAGE OF THE HIGH-PROFIT 


COUNTIES . . . the 318 counties that chalk up 
72% of the whole nation’s retail sales, 


ONE ORDER, ONE BILL . . . plus a complete 
checking service, if you wish it. 


FLEXIBILITY to help you pick, on a national or 
regional basis, the marketing areas that offer you 
the best potentials. 


COUNTY-BY-COUNTY MARKET AND 


MEDIA DATA to aid you toward more efficient 
marketing . . . compiled within 48 hours to meet 
your own needs ... and without charge if you are 
a prospective advertiser. 


ORIGINAL RESEARCH... new, impartial studies 
to help make your advertising more productive. 


ANAN: 


American Newspaper Advertising Network, Inc. 


NEW YORK 


DETROIT 


CHICAGO 


220 East 42nd Street, Tel. MU 7-7177 700 Buhl Bidg., Tel. CADillac 3020 6 North Michigan Avenue, Tel, STAte 2944 
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* Before you okay another magazine or radio 
schedule, see the A.N.A.N. color-slide presentation. 
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Ypis us the American Newspaper Aavertising Network 


Ready to serve you now... Circulation 12,400,000 daily; 15,600,000 Sunday 


ATLANTA JOURNAL INDIANAPOLIS NEWS PHOENIX REPUBLIC AND GAZETTE 
BALTIMORE SUN LOS ANGELES TIMES PORTLAND OREGON JOURNAL 
BIRMINGHAM NEWS AGE-HERALD LOUISVILLE COURIER-JOURNAL PROVIDENCE JOURNAL-BULLETIN 
BOSTON GLOBE AND TIMES AND SUNDAY JOURNAL 
BOSTON HERALD TRAVELER MILWAUKEE JOURNAL SACRAMENTO BEE 
CHARLOTTE OBSERVER MINNEAPOLIS STAR AND TRIBUNE SALT LAKE CITY TRIBUNE 
CHATTANOOGA TIMES NEW HAVEN REGISTER AND TELEGRAM 
NEWS-FREE PRESS NEW ORLEANS TIMES-PICAYUNE SAN ANTONIO EXPRESS NEWS 
CHICAGO TRIBUNE STATES SAN FRANCISCO CHRONICLE 
CINCINNATI TIMES-STAR NEW YORK NEWS SEATTLE TIMES 
COLUMBUS DISPATCH NEW YORK TIMES SPOKANE SPOKESMAN-REVIEW 
DALLAS NEWS NORFOLK LEDGER-DISPATCH AND CHRONICLE 
DAYTON NEWS VIRGINIAN-PILOT ST. LOUIS POST-DISPATCH 
DES MOINES REGISTER AND TRIBUNE OMAHA WORLD-HERALD TOLEDO BLADE & SUNDAY TIMES 
FRESNO BEE PHILADELPHIA BULLETIN WASHINGTON STAR 


HARTFORD COURANT PHILADELPHIA INQUIRER WORCESTER TELEGRAM & GAZETTE 
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‘Sentinel-Star’ Names 


The Sentinel-Star, Orlando, Fla., 
has appointed Mancel T. Lawrence 
advertising director, and Merton classified advertising manager. 

/ 


J. Austin display advertising man- Swank Absorbs Criterion 


ager. 
been na 


manager 


med 
and 


George B. Kelley Jr. 


Robert 


has | 
national advertising 
Walters, 
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E COVERS 410 
CENTRAL O 


—— KINGAN— 


A RELIABLE NAME 


IN THE WBNS MARKET /(@& 
WEBNS clients get results. Kingan 
sales have been proving this. 


ASK JOHN BLAIR 
In Columbus, Ohio, It's 


on 


163,550 WBNS FAMILIES IN CENTRAL OHIO 


P 


TITTIES 


Swank, Inc., Attleboro, 
manufacturer of men’s jewelry 
and accessories, has absorbed 
Criterion Leather Products, Inc., 
Taunton, Mass. Criterion will pro- 
duce the Swank line of men’s 
wallets, belts, key cases, and 
pocket secretaries. Floyd Leon- 
ard, formerly with William L. 
Gilbert Clock Corporation, Win- 
sted, Conn., has joined Swank as 
merchandising manager. 


Mass., 


Lennen Elects Proctor 


Barron R. Proctor, who joined 
Lennen & Mitchell in 1945 as 
chief accountant, has been elected 
treasurer and a director of the 
agency. 


Joins Smith, Bull 


Smith, Bull & Creery, San 
Francisco, has named James S. 
Nutter, formerly an Associated 
Press staff writer, as news bureau 
director. 


Botsford Adds Becker; 
Named by Berry Group 


William E. Becker, former ad- 
vertising and publicity director of 
Joshua Hendy Iron Works, has 
joined the San Francisco office of 
Botsford, Constantine & Gardner. 

Central California Berrygrowers 
Association, San Francisco, has | 
appointed the agency as adver- | 
tising and publicity counsel for its | 
1947 campaign. Newspapers, radio | 
and point-of-sale material will be 
used. 


Form Texas U. Adclub 


The newly formed Austin Ad- 
vertising Club, acting in an ad- 
visory capacity, has assisted Uni- 
versity of Texas students to form 


Age, April 14, 1947 


April 16-17. 
tion of Advertising Agencies, a 
nual meeting, Waldorf-Asto: 
Hotel, New York. 


American Associ 


April 22-24. American New 
paper Publishers Association, ; 
nual convention. Waldorf-Asto: 
Hotel, New York. 

May 15-17. International Affi 
ation of Sales & Advertising Clu! 


|}annual convention, King Edwa 
Hotel, Windsor, Ont. 
| May 25-28. Advertising Fede. - 


their own advertising club, and | tion of America, 43rd annual co: - 


plans to schedule joint programs | vention, Hotel Statler, Boston. 


for the two groups. The student 
president, Bill R. Jones, feels that 
if the university students know 
what agencies want, they will be 
better able to prepare themselves 
for an advertising career. 


—and all newsstand sales at that! 


National magazine sales falling off? Not here! THRILLING FICTION GROUP 


100% voluntary newsstand circulation—not only is holding its own, but actu- 


ally showing a modest increase.* All this in the face of an 18% circulation 


decline for the only other large pulp group in the field! 


All of which 


proves that editorial material is what counts with America’s Norm C.’s (Norma! 


Consumers). THRILLING FICTION GROUP has constantly stepped up the quality of 


editorial content 


national advertisers respect and value. 


with an eye to keeping and adding the kind of readers 


And just as the right editorial angle 


pays off in building sound circulation, so advertising in THRILLING FICTION GROUP 


pays off in growing reader acceptance for advertised brands. For one thing, 


you get a bonus of 35% in circulation based on our guarantee of 1,800,000 


and you can still buy this mighty 2,400,000* market at the lowest cost-per- 


page-per-thousand of any magazine in the mass men’s field! 


THRILLING FICTION GROUP 


10 East 40th Street, New York 16, N. Y., VA 6-4424 


® According 


the 


at 


est ABC 


eport (Dec. 31, 1946) 2,437,679 


May 28-31. Associated Busin« 
;papers, spring meeting, T): 
| Homestead, Hot Springs, Va. 

June 2-4. National Federati 
of Sales Executives, annual co: - 
| vention, Biltmore Hotel, Los A) - 
geles. 

June 11-13. Spring conferenc 
American Marketing Associati: 
Commodore Hotel, New York. 

June 15-18. National Industri: 
Advertisers Association, silver an- 
niversary conference, Hote! 
Schroeder, Milwaukee. 

June 18-19. Public Utilities Ac- 
vertising Association, nationa)} 
convention, Detroit. 

June 22-26. Advertising Asso- 
ciation of the West, annual con- 
vention, Challenger Inn, Sun Va!- 
ley, Idaho. 

July 7-10. Newspaper Advertis- 
ing Executives Association, mic- 
year conference, Mark Hopkin: 
Hotel, San Francisco. 

Sept. 15-17. Southern Newsp:- 
per Publishers Association, an- 
nual convention, Arlington Hot: 
Hot Springs, Ark. 

Oct. 6-8. Association of Na- 
tional Advertisers, annual meeting 
Hotel Chalfonte, Haddon-Hall, A'- 
lantic City. 


Oct. 6-9. Financial Advertis« 
Association, annual conventi 
New York. 

Oct. 19-22. Mail Advertis 


Service Association, annual c 
vention, Hotel Cleveland, Clev: 
land. 

Oct. 23-25. Direct Mail Adve 
tising Association, annual conve 
tion, Hotel Carter, Cleveland. 


1-Way Bottle Back 


The Owens-Illinois ‘1-Wa 
beer bottle, introduced in 19: 
and withdrawn from the domes! 
market during the war, is « 
pected to be in production aga 
this year. Owens-Illinois Gl: 
Company, Toledo, reports that 
| lightweight, no-deposit, no-retu: 
bottle passed every test of wartin. 
treatment in overseas shipme 
and will return when the short: 
of soda-ash is eased. 


Appoints Holbrook 
H. T. Holbrook, sales mana: 
of the Flex-Vac division of Sta: 
ard Cap & Seal Corporation, N: 
York,: has been appointed ch: 
man of the standards and p) 
tice committee and Col. Edwi 
Hobson, Monsanto Chemical C: 
‘pany, New York, has been 
pointed chairman of the tech: 
committee of the Packaging I 
tute, New York. 


‘Flow’ Issues Directory 


A new directory of mate 
handling equipment, machi! 
and accessories has been 
lished by Flow, Cleveland 
Flow Directory is a collectio! 
catalogs in the material han 
field, and includes manufactur 
names, trade names, a dire 


of products and engineering 


Allied N ames Two 


Johnny 
director 


Cohan, formerly 
of Hillman-Shane, 


joined the sales departmen! 
the Los Angeles office of A! 


Advertising Agencies. St 
Heinemann, account executive 
been named production managt 
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Le 


the Creative Wau Corner 


Three cheers for Aloise Buckley Heath 
and the Ladies’ Home Journal! Aloise 
Buckley Heath is a housewife and the 
Ladies’ Home Journal (April) has given 
her an opportunity to repeat something 
about daytime radio in general and soap 
operas in particular that every informed 
radio man and woman in America knows 

and only the radio critics of the news- 
papers and the Luce papers and the 
members of the FCC have never stumbled 
ipon. 

“If Dr. Gallup will be kind enough to 
end me his facilities for a few weeks,” 
says Mrs. Heath, “I should very much 
ike to take a Heath poll on the blazing 
juestion of soap opera. My poll will be 
exclusively devoted to the reactions of 
that lowly creature, the housewife, who 
is concerned neither with the future of 
radio nor with the insults to her intelli- 
sence with which soap opera is said to 
ibound, but merely with one question— 
ot world-shaking, certainly, but not un- 
mportant: Can The Road of Life be 
turned high enough on the kitchen radio 
to be heard while she makes the beds? 

“For the housewife, I notice with pride 

my sex, has not joined the swelling 
horus of recriminations heaped on soap 
pera by those whom it is not intended 
to please. The housewife, if only by 
that silence so becoming to a woman, is 
lemonstrating her complete and lasting 
yalty to the only form of entertainment 
ossible during the pursuit of a career 
vhich gives one more mental leisure than 

\y other career in the world—house- 
ork. 

“The intellectual side of the house- 
vife’s day consists of innumerable such 
ecisions as: there is, or is not, enough 
oap in the dishwater; the cake is, or is 
ot, done; the baby’s new formula does, 

does not, agree with him. But unfor- 
tunately, these do not keep busy even 
the housewife’s mind—and that mind 

ust be kept filled for roughly 14 hours 
every day. 

“Our day ... is not a maiden’s dream. 

We arise a few minutes before 6 

‘clock, summoned in most urgent fashion 
y a small human alarm clock in the 
next room. From then ’till 9:30 is oc- 
ipied with feeding and changing the 
baby, cooking and eating breakfast, 
washing and drying the dishes, making 
the beds, tidying the bedrooms. From 
9:30 ’till 11 we bathe, dress and feed 
the baby again—more heartily this time 

and put him out in his carriage for 
the long, deep sleep the book says he 
vill be ready for. 

‘When the bottles are sterilized and 
the formula made, it is a quarter past 
12. When the diapers and other baby 
othes are washed it is 1:45. The baby’s 
ext meal is due at 2, so with a sand- 

ch or an apple in one hand, we make 
ilinary motions with the other. It is 

iv, please note, 2 o’clock in the after- 

o1. We have worked an eight-hour 

All there is left is house cleaning, 
<eting, cooking dinner, feeding the 
iby, washing the dishes, tidying up the 
ien, and then ho for the mending 
et ‘till 10 o’clock, when the baby 
his final feeding of the day and we 
1 into bed beside our husband, who 
eeping the imperturbable sleep of 
who has spent eight grueling hours 
desk. 
his lengthy and tedious description 
housewife’s day I relay in all its 
essing details to emphasize the fact 
every 24 hours (and I mean every 
1iours; Sundays and holidays are 
e; Christmas and New Year’s un- 
ed nightmares) the housewife has 


for 14 hours, work on her hands and 
nothing on her mind. 

“The solution, obviously, is to get 
something on her mind. The question is, 
what? 

“Conversation is a dead loss. The fresh- 
vegetable man and the remover of the 
garbage pail can be detained only so 
long, your baby and their invalid wives 
being subjects of infinite exhaustibility. 
Little chats with the children, who if 
they are in the house at all are presum- 
ably under school age, are trying at their 
best. 

“Anybody who has tried the combina- 
tion of reading and housework can cata- 
log the pages of her book according to 
various domestic accidents. Page 42: 
finger cut while peeling peaches. Page 
99: hole burned in shirt while ironing. 
Page 213: dish dropped while wiping. 
The lower right-hand corner of every 
page in every book in her library is also 
marked with sudsy water, dust or beet 
juice. 

“Our entertainment, then, is obviously 
limited to the radio. 

“The news and the hints programs are 
quickly disposed of. The first are not 
numerous enough or long enough to en- 
gage one’s attention for over a few min- 
utes at a time. 

‘Music, ‘good’ and otherwise—or per- 
haps I should say ‘music’ and music— 
is certainly of wide appeal. But popular 
songs, which are the most readily avail- 
able on the radio, consist, over a fourteen- 
hour stretch, of perhaps 30 songs played 
five times each and five songs played 
30 times each. Let us admit without fur- 
ther discussion that along strictly hedo- 
nistic principles that kind of radio listen- 
ing does not pay. But ‘good’ or classical 
music is another matter. Such listening 
improves the mind, soothes the nerves 
and, needless to say, adds to one’s knowl- 
edge of music. There is only one trouble: 
over a 14-hour period, one can hear 
classical music, certainly; one cannot 
listen to it. 

“Music simply does not and cannot 
hold our attention for long enough 
periods to count as entertainment for our 
14-hour day, and we must therefore, 
along with those other offerings of radio 
which we have discussed, disqualify it 
for our purposes. 

“What happens now to the housewife’s 
mind as she washes the dishes, listening 
to news, hints and music. Horror of 
horrors, it is once more cast back upon 
its own resources! 

“My resources, during those hours of 
the automatic and unvarying labor of 
the woman who does not ‘work,’ con- 
sisted of much self-pity and much bitter 
cogitation on the sad lot of woman. My 
conclusions I related in unrelenting de- 
tail every evening to my patient and 
sympathetic husband, who was only very 
occasionally driven to point out that my 
only alternative was to leave the baby 
on a handy doorstep and scrape the ac- 
quaintance of a wealthy gentleman with 
a view to eventual elopement. 

“But one day my husband came home 
to find a pleasant wife, all sunshine and 
sweetness and gratitude for her happy 
lot. I had made the choice between snob- 
bery and sanity. I had discovered soap 
opera! 

“All conversation, and all writing, is 
in story form or illustrated by stories. 

“One of the most frequent demands of 
the bored child is ‘Mummy, tell me a 
story.’ What, is more natural, then, than 
for the bored woman to make the same 


demand of her radio? And radio, with 


all the resources in its power, answers, 
‘Yes, dear.’ 

“Of radio stories, commonly called soap 
opera, there is an infinite variety; and 
what is far more important, there are 
infinite numbers. Every 15 minutes, from 
10 in the morning ’till six at night, there 
is another and more engrossing tale on 
the air. For 12 of every 15 minutes we 
can suffer with Mary Noble, sympathize 
with Joyce Jordan, hate Carson Mc- 
Vickers with a cold and deadly hatred. 
Only during the commercials—or for 
approximately three minutes of every 
quarter hour—can we brood about our 
unhappy fate. For soap operas, what- 
ever their effect on the more critical 
faculties of our minds, do engross us. 
They do entertain us. They do keep our 
minds unwaveringly fixed on whatever 
program our radio is turned to, and we 
enjoy them in the same open, wholesome 
and uncritical way that we enjoy a Perry 
Mason mystery, a Bob Hope movie or 
Terry and the Pirates. 

“This quality, after all, is our only 
criterion. All we want from radio is 
continuous entertainment, something to 
fill our minds for 14 hours a day. And 
the combination of our mental require- 


ments and our mental limitations makes 
this not alone the best, but the only, 
kind of program adequately to fill the 
bill. 

“If a fully trained staff—nurse, cook 
and housemaid—were to turn up on my 
doorstep tomorrow morning with words 
to the effect that their dearest wish was 
to work for me, free, 11:30 a.m. might 
find me reading or playing golf. As it 
is, NO power on earth, at 11:30 a.m. will 
keep me from discovering what Anna 
did after Barry threw away his chance 
for promotion in a fit of pique because 
she was late for dinner. Under different 
circumstances, 1:30 p.m. might find me 
finishing a leisurely lunch with a friend. 
As things are, I can hardly wait to see 
if Lord Henry will be influenced by the 
caddish insinuations everybody seems to 
be making about his wife Sunday’s char- 
acter. 

“Degrading as it is to find our main 
source of entertainment in a medium 
despised by our betters, all this is a pin- 
prick compared with the glorious feeling 
of emerging with a sigh from The Road 
of Life to find that, once again, the dishes 
are done.” 


y he | ag - Of NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


WHAT TO DO ABOUT CASH REMITTANCES LOST IN THE MAIL 


Every mail order 
firm faces the prob- 
lem of having cash 
remittances disap- 
pear in the mails. 
In a small percent- 
age of cases, ‘‘chis- 
elers” attempt to 
make the envelopes 
they use appear as 
though cash remit- 
tances were actually 
enclosed. 

We have seen en- 
velopes where coins 
were enclosed in the 
envelope, pressure 
put on the envelope 
to raise impressions, it 
and then the coins 
removed, the envel- 3 
ope torn or _§ slit 
slightly and mailed 


Dear Customer: 


our money 


with an order. Upon receipt of your postcard, _we will immediately ship your 

order without further delay. This is the only way the matter can 
be handled, and we ask your full cooperation. We hope you will 
take care of this matter promptly 


Cheaters are fre- 
quently detected, for 
the coins in many 
cases will not go 
through the slits in 
the envelopes. 
However, the 


Thank you for your order, just received, for 


We should like to fill your order immediately, but when we 
opened your letter we failed to find your remittance. Apparently 
your letter was tampered with in the mails. We are returning the 
order and envelope exactly as received, so that you may examine it. 

Whenever remittances are lost or stolen in the mails, the Post 


Office Department advises our customers to fill out their Form 
1510 so that a claim may be filed with the government. 


Here's what we should like to have you do: 


Please fill out the Form, answering as completely as possible 
each question. 


2. Then take this form to your postmaster and have him certify 
Your postmaster will file your claim so that we can get 


When the form has been certified by your postmaster, please 
sign and return the enclosed postcard to us so that we will 
have a record of the claim being filed. 


(LETTERHEAD) 


Cordially yours 


great majority of 
lost remittances are actually lost or 
stolen. Lost remittances are very diffi- 
cult to trace. The Post Office Department 
provides Form 1510 for the filing of 
claims for lost remittances. 


Date 
I have today filled out the Post 
Office Form 1510 and turned it over 
to the Postmaster at 
to certify and file in accordance 
with your letter. 
NAME 
STREET & NO 
CITY & STATE 
Amount of Remittance §$ 


The postcard substitutes as a re- 
ceipt and may be used for follow-up 
purposes in case the clai 


paid in a reasonable 12 ‘ 


To simplify the procedure, one firm 
doing a large mail order business ac- 
knowledges immediately all orders with 
remittances missing, using the letter 


shown above. The customer is asked to 
fill-in Form 1510 and take it to his post- 
master to file his claim. If the “customer” 
is a chiseler, he will hesitate to file a 
claim However, if he is honest, he will 


gladly cooperate 
At the time the postmaster certifie 
Form 1510, he is requested to date the 
reply postcard, which the customer fill 
out, with his official rubber stamp and 
then the customer mails the « 
tir } 


1 ‘ ] . 1 . 
dicating claim has beer led Upon 


receipt of the postcard. the ie) 
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in the Boston market, LIFE has 575,710 readers, reaches 25.4% of the popula! 
10 years of age and older. LIFE is read by one out of five of the whole | 


population 10 years old and older. 
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geles? 


(ALSO FOR DETROIT, 
CLEVELAND, iii 
PHILADELPHIA, 
ALBUQUERQUE, 
AND GRAND JUNCTION?) 


| t’s this: 

At least one fifth of the people who live in these 
markets read LIFE! In fact, LIFE is read by one 
out of five of the whole U.S. population 10 years 
of age and older. 

The new LIFE local audience figures are based 
on LIFE’s Continuing Study of Magazine Audi- 
ences No. 8. 

A supplement to LIFE’s CSMA #8 gives LIFE’s 
local coverage in all U.S. markets with population 
centers of 10,000 or more. 

Using this report vou can now let vour retailers 
know how much hard selling your LIFE advertising 
is doing for them in their towns! 

If you would like to have the supplement con- 
taining LIFE’s local audience figures, write to LIFE, 


9 Rockefeller Plaza, New York 20, New York. 


...Now more than 22% million readers every week 
— the largest weekly magazine audience in America 
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PM'S VIEWS ON COMMUNISM 


(Text of a radio address Varch 24th on the Fulton Lewis program 
| Mutual) answering a recent attack on PM by Kewis. Time was granted 
on PM’s demand for the opportunity to answer Lewis’ broadcast of 
March 13.) 

Fulton Lewis did not like PM’s position on the Greek 
crisis. So he sought to associate PM with the policies of the 
Communist Daily Worker. His charges, | say flatly, are false. 

| ask Fulton Lewis to look at the record. For years The 
Daily Worker has attacked PM with every device at its com- 
mand. That shows how PM’s policies stand with the Com- 
munists. 

We will match Fulton Lewis, or ——— else, clipping for 
clipping on these attacks by the Communists themselves. 

PM’s position is on the record. Here it is, “— PM's 
basic statement of principles published last Nov. 8: 

“We believe, above all, in American democracy, based on 
the U. S. Constitution and the great tradition of American 
civil liberties. ... 

“PM unequivocally opposes Communism in the U.S. A. 
We want no part of a political party which orients itself by 
the interests of another government. We have only contempt 
for any man who permits his political thinking to be dic- 
tated to him...no respect for a conspiratorial party... 

“By the same sign we refuse to join company with that 

. hysterical band of reactionaries which seeks power by 
attac king... all progressive movements as communistic. 

“PM is independent. 

“Internationally, PM believes the U. S. A. can live at 
peace with the Soviet....We believe the U.S. A. would be 
insane to consider for one second trading our system for 
Russia's. We don't think that anyone but a few crack pots— 
including Communists and frantic anti-Communists—con- 
sider it a serious possibility. . 

I have just quoted the published principles by which PM 
lives. 

Because PM lives those principles, we strongly urged pro- 
gressive organizations in America to stand on their own feet 
and clearly to disassociate themselves from the Communists. 

Because PM lives those principles, we flatly oppose and 
have opposed Russian-Communist policy on a wide 
of issues—things like these: 

The UN veto dispute—the Baruch atom plan dispute- 
the Iranian issue before the Security Council—Russian ef- 
forts to postpone UN meetings for their own purposes—the 
Yugoslav military incident—limitations imposed by Russia 
on freedom of the press—the “penny dreadful” 
centering around Communist Agent Gerhart 
sian demands for reparations—Russian support for a 
strongly unified Germany, and many others. 

We challenge Fulton Lewis to disprove PM's position on 
those issues—and they are only a random sampling. They 
prove how completely false is the picture he drew of PM's 
policies. 

PM’s position on the United Nations is equally clear: 
We are for it. whether Fulton Lewis likes it or not. 

Against this background PM approaches the Greek-Turk- 
ish crisis revealed by President Truman. PM's position is 
this—from the editorial to which Fulton Lewis objects: 

“How tragic to think wholly in terms of jockeying for 
position in a coming war, rather than how to avoid it... . 

“We can act to prevent war, while we sacrifice none of 
our position in case it should come if we act as follows: 

“First, aid the Greek people on condition that the govern- 
ment ...include elements now unrepresented. Such help 
would not involve us in a struggle with Russia, yet would 
give the stability in Greece which ought to be what we are 
seeking. 

“Second, 
nomic, 


variety 


conspiracies 


Eisler—Rus- 


aid to the 
not military.... 
“Third, our action in aiding Greece should be done under 


the UN... within the spirit of all our international com- 
mitments. ... 


Greek people must be wholly eco- 


‘For us to send money, arms and military training person- 
nel to Greece will stave off Communist control for a while. 
In the end, it will be the surest road to Communist control, 
for it will brand reaction as the only alternative. Our best 
course is to prove that it is not the only alternative—by using 
the LN to help another and better alternative to emerge 
within Greece, and giving it all the support we can muster. 

Those words from PM tell why Fulton Lewis attacks PM. 
We believe that peace, and settlement of the Greek-Turkish 
crisis, can be within the United Nations. Obviously. 
Fulton Lewis does not. To which we can only If there 
can be working with UN will be 


won 
Sav: 


no peace by then there 


war, 
have 
fact. 


I do not to call Fulton Lewis 


to underline 


Tear 


Editor. 


Hames 


fre Ft 


stimulating 


this tragic 


. oa ; , 
PM dynamic different informative 
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| New Playboy Car 
Plans Ad Debut: 
100,000 Volume 


3UFFALO — Playboy Car Mfg. 
Corporation is introducing the 1948 
Playboy automobile at a _ public 
showing in the Hotel Pennsylvania 
April 12-15, and will start news- 
paper advertising for it in late 
summer, and in class magazines in 
the fall, through Greenfield-Lipp- 
man Advertising, Buffalo. 

The Playboy is said to be the 
“first automobile to be presented 
for public sale incorporating rear 
engine, rear drive, full four-wheel 
independent suspension and auto- 
matic drive, with no clutch pedal 
and no gear shifting.” 


Price to Be $950 


A “convertible,” the car has an 


over-all length of 13 feet, height | 
of 54 inches, and seat width of four | 


feet three inches. 
tion, where other 


The front sec- 
cars place the 


engine, is a 10-cubic-foot luggage 
compartment. 

Production of more than 100,000 
Playboys is scheduled for 1948. 
They will be available in various 
colors and combinations, at about 
$950 at Buffalo. Production began 
April 3, well ahead of the prospec- 
tive date announced earlier (AA, 
March 3). 

Lou Horwitz, western New York 
motor car dealer, is president of 
the corporation; Charles D. 
Thomas, chief designer of the 
Army and Navy amphibian car, is 
vice-president and designer of the 
car, and Norman W. Richardson, 


| treasurer. 


Dealers will be appointed 
throughout the United States and 
Canada and in foreign countries. 
Newspaper advertising will break 
in each area on appointment of 
dealers Advertising 
tures have not been determined. 


Joins Pan American 


Harvey Hancock, formerly as- 
sistant to the president of 


| 


|'Wm. Ward & Sons Ltd., London 
the | Ont. 


Advertising Age, April 14, 
United Air Lines in San Fra 
cisco, has been named head 
traffic sales and advertising of 1 
Pacific-Alaska division of the } 
American World Airways. 
will make his headquarters 
San Francisco. 


Offers New Service 

The Chicago Public Library 
offering a new service, the By 
ness Library, for business men ; 
students of business. The ent 
book resources of the library 
all subjects relating to busi 
have been assembled in one pl; 


Schoonover Joins Best 


Raymond Schoonover, forme 
with the American Trade Publi 
ing Company, has joined the « 
staff of Frank Best & Co., N: 
York agency 


expendi-|Gets Cigar Account 


McGuire Advertising Li 
Windsor, has been named 
handle the advertising for Dut 
Masters cigars, manufactured 
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The Magazine for Men's Stores 


: Net Paid Circulation 
"Retail Circulation 


‘Uz - Circulation 
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Apparel Arts the magazine for men’s stores 


published by Esquire, Inc. 


366 Madison Ave., New York 17, N.Y. 
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That, SOLAR, is a sweet headline 


We, too, know the pleasure of giving. 


Like you, we take a break —when the 
time permits—to “shout about the 
awards we’ve won’”’; but, like you, our 
greatest satisfaction is in sharing our 
laurels. 


We don’t have a cake handy, SOLAR, 
but we do have a solid bonus for the 
aero-industry ... [Twenty-five years of 
Pioneering Leadership and Accumu- 
lated Experience. 


Aero Digest Readers and Advertisers 
have profited by this bounty since 


April, 1922. 


*Solar Aircraft Co., an A.D. Advertiser 
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Low and High Prices Still Get 
Major Attention in Capital 

WASHINGTON — Prices—up or 
down—are still big news, par- 
ticularly since President Truman 
called on business to speed the 
downward adjustments which 
economists consider inevitable 
some time in 1947. 

Some who have jumped on the 
bandwagon are getting valuable 
public relations benefits. Take 
Macy’s, which made press associa- 
tion copy by taking full-page ads 
to acknowledge that spring ready- 
to-wear was over-priced. 

Or the American Retail 
eration, sensing the “trend,” 
which has provided correspon- 
dents here with copies of its bi- 
monthly house organ, calling for 
“item by item, category by cate- 
gory” examination of prices. 

Official Washington itself has 
become something of an adver- 
tising medium. High administra- 


Fed- 


tive and Congressional authori- 
ties reverently refer to “Ford” 
and “International Harvester” in 
discussing ‘far-sighted business 


leadership.” 

“Plymouth,” announcing a cut, 
obtained a thumping White House 
endorsement, good for front page 
space otherwise unpurchasable. 
Hudson’s higher prices were news, 


too. But hardly authoritative, 
without a White House endorse- 
ment. 


That old bugbear of the adver- 


tising fraternity, the newsletter 
Space & Time, featured in a 
stormy Senate scene last week as 
Sen. Homer Capehart (R., Ind.) 


chairman of the Senate newsprint 
investigation, accused Sen. James 


Murray (D., Mont.) and members 
of the pre-Republican newsprint 
investigating staff of “sniping” 
and “interfering” with his work. 


Capehart reported that 200 copies 
of Space & Time, containing a 
newsprint story highly unflatter- 
ing to Capehart, had been mailed 
under Murray's frank. He says he 
will subpoena “Mr. Munro,” Space 


& Time's editor, “to find out 
where he received this informa- 
tion which is so utterly unre- 
liable.” 

Members of the Senate appro- 


priations committee had some un- 


NO TYPE 


tn this ad! 


Anyone, anywhere can set 
type this new, practical way 


Fast, economical —just the 


ROM STICK USE = 


thing for heads or complete 
ods 


automatically aligned when 


Cardboard letters are 


set into Fototype composing ; 
stick. No metal type, no PI 
messy ink, no impressions 
to pull. Over 75 popular : 
types to select from, each 
packed in a compact, refill- 


able leatherette case 


Be 


ew 24 -Page 
Catalog 


1415 ROSCOE ST., CHICAGO 15, ILLINOIS 
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PRESS ScotcH TAPE OM TOP ...REMOVE F 


By STANLEY E. COHEN, Washington Editor. 


solicited advice for the special 
House and Senate committees that 
have puzzled over the postal rate 
structure. The Senators want 6- 
or 7-cent airmail. The appropria- 
tions committee buzzed with not- 
very-subtle politicking as _it 
studied the $1.5 billion post office 
budget. Sen. Clyde Reed saw 
Democrats taxing small weeklies, 


while 
deficit. 


an airmail 
side, San. 


running up 
On the other 


' Carl Hayden (D., Ariz.) found the 
| government 


“having a_ terrible 
time” locating inexpensive paper 
because publishers “such as Curtis 
Publishing, and the publishers of 
Life and Time” bought paper mills 
“to supply paper for high profit 
advertising.” 


Railway Express and its em- 
ployes want Congress to push up 
parcel post rates. A loss item for 
the Post Office, the present rates 
are too much competition for the 
express company. When Railway 
Express raised rates in December 
to cover wage increases, it saw 
some chains divert up to 70% of 


their business to parcel post. Rail- 
way Express business was down 
10% for January and February, 
yet in New York alone, parcel 
post used 200 more cars in Febru- 
ary, 1947, than in February, 1946. 
Both the company and its workers 
warn there is no estimating what 
will happen as a result of a sec- 
ond prospective hike in express 
charges now before the ICC. 


FTC’s legislative project, a bill 
outlawing “mergers,” is before 
both House and Senate judiciary 
committees. Accorded a_ good 
chance to pass this year, the bill 
had rough going before the Sen- 
ate committee, as members con- 
tended that existing laws are not 
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properly enforced. Senato, 
Homer Ferguson (R., Mich.) a; 
William Langer (R., N. D.) s1 
can’t understand “why no one 
big business has ever gone 

jail for violating these law 
Anti-trust chief Wendell Be, 
answers that juries are reluct; 
to send people to jail for this ty 
of offense. 


Rep. George Dondero ,( 
Mich.) has complicated War | 
partment’s advertising problk 
In the past, N. W. Ayer & Son | 
placed recruiting ads in all legi 
mate dailies and weeklies to av 
complaints. Now Dondero clai 
War Department ads are 
sidizing” some 


“su 


a in your easy chair, you pick your magazine 


for its editorial excellence. 


But in your office chair, when you consider an ad- 
vertising medium, you pick your magazine for the 


readers it delivers. 


In either chair... you pick Newsweek. 

For, in addition to preferring its editorial excel- 
lence, you know that Newsweek selects the “top 
700,000” American families. You know these are the 
families that control enormous buying power. You 
know they influence a tremendous amount more. 

Yes, Newsweek delivers a greater concentration of 
leaders in business, industry, and government per 
advertising dollar than any other magazine. 

So it’s obvious that you can’t do better than to 
concentrate your advertising in Newsweek — and sell 


the “top 700,000” first! 
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subversive papers.” He cites the 
jalian language weekly L’Unita 
ie Populo, asserting that anyone 
ittracts “should be a top prior- 

candidate for exhaustive in- 
estigation.”” (The New York 
Tines reports that the editor of 
‘\Inita del Populo admits being 

‘ommunist, but denies that the 
aver or its readers are Com- 
i nists.) 


Economizing” on federal funds 
fo. highway construction is add- 
ing to the pressure for new toll 
highways. With big toll road 
projects under consideration in 
M:ine, Ohio, Oklahoma, Mary- 
land and California, organized 
highway users suspect engineer- 


ing and banking groups are “sell- 
ing’? farmers on the theory that 
“tolls” will reduce rural taxes 
and push costs onto city people. 
Higher user groups contend “toll” 
roads never pay for themselves, 
and that they result in sub-stand- 
ard construction, divert funds and 
materials to low priority routes, 
and result in duplicate adminis- 
trative costs. 


The Civilian Production Ad- 
ministration, which, like its pred- 
ecessor, WPB, once was the all- 
important planner for American 
industry, shrank to a shadow of 
its former self on March 31, as 
it transferred all remaining con- 
trols over construction to the 


Office of the Housing Expediter. 
CPA, which once controlled just 
about every item in the economy, 
now deals with only a half dozen 
scarce items, including antimony, 
tin, cinchona bark, streptomycin 
and rubber. 


The newly reconstituted House 
small business committee came to 
life by announcing it had induced 


War Assets Administration to 
hold up the sale of any more 
navigational compasses. Two 


firms that specialize in manufac- 
turing the instruments report 
hundreds of them, left over from 


the war, have been offered by 
speculators below the market 
price. The committee is now 


headed by 
(R., Mo.). 


Rep. Walter Ploeser 


Four A’s Elects Coenen 


Joseph T. Coenen of Alley & 
Richards, Boston, has been elected 
chairman of the New England 
Council of the American Associa- 
tion of Advertising Agencies. Wil- 
liam B. Remington of the Wil- 
liam B. Remington Company, 
Springfield, Mass., is the new vice- 
chairman, and John A. Keary of 
Sutherland-Abbott, Boston, is sec- 
retary-treasurer. 


Increases Copy Price 

The Hampshire Gazette, North- 
ampton, Mass., has increased its 
price from three to four cents a 
copy. 


thal make a Magazine Groat! 


Cuherever people of means 
Gud influence cougregate, 
Newsweek is tn thé plctare 
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Pittsburgh Glass Names 
Berghoff Ad Head 


Guy Berghoff, director of public 
relations of Pittsburgh Plate Glass 
Company, has been appointed to 
handle all the 
company’s ad- 
vertising activi- 
ties. He joined 
the company in 
1934 as assistant 
manager of glass 
advertising and 
promotion and 
continued in that 
position for 10 
years prior to his 
appointment as 
director of pub- 
lic relations. 


Guy Berghoff 
The company, producer of glass, 


paints, chemicals and_ brushes, 


| will continue to maintain separate 


advertising departments 
four divisions. 


in these 


Reybold Joins Compton 


Malcolm D. Reybold Jr., for- 
merly with Foote, Cone & Belding, 
New York, has joined Compton 
Advertising, New York, as ac- 
count executive. 


COOPERATION! 


by DIRECT 
MERCHANDISING 
THROUGH RETAIL 
CHANNELS® 


W.T. McElroy R.S. Prewitt R. B. Vernon 
OTTUMWA — DES MOINES 
DAVENPORT — CEDAR RAPIDS 
SIOUX CITY 


McELROY & VERNON CO. 


WHOLESALE BROKERS 
March |, 1947 


Radio Station WNAX 


Yankton, South Dakota 

ATTN: Mr. Robert Tincher 
Dear Sir 

It is with pleasure that 


| call to your attention the writer's 
observation of the swell job both you 
and WNAX have been doing on the 
Skippy Peanut Butter program 


We, as brokers for this 
very fine piece of merchandise, cer- 
tainly appreciate the many promo- 
tional plugs that you broadcast and 
the cooperation that the station is 
doing in connection with the direct 
seabchandidten through the retail chan- 
nels 

Thanks, and a lot of good 
luck 

Very truly yours 
McElroy & Vernon Co 
H. O. Watson 
HOW:BLF 
WNAX is available 


with KRNT and WMT as 
the Mid-States Group 
Ask the Katz Agency 
for rates 


SIOUX CITY ¢ YANKTON 


a eS oan ae ae , ee Be 
ee | a 
pe eit ae 
ee 
Pe 7 — 
ee 
YS ee re ; 
| eee! wanna 
setae tie ; 
iitiamaiateinaninee 
ee 
Reece “5 
a x a 
ai : 
| , eat 4 x 
(ail S 
eo " 
a & ‘.. a raf an 
A, a ae " % ‘< ee 
— rn | # alee Se 
i , - ie S34 
5 P= r a: bo hs ia itn - 
* e- ’ _— (.Z gar i 
ee ae a j Soe % ei ee 
; rarer - i et 3 ee 7 
d y — ae a Sar = ays a 
hee thas | G3 re “a a 
=e 4 q && < j sai - a : 
: F : , s > pe a ae Po . # ey 
. f 7 » en as 2 
jst 7 bg Oe ae & 
J£ 4 ‘ 
1 a) \e, "2 
S¥, New, adam y a ee 
res St [ . ae. i ¢ VAY w a : A bso, a 
x ‘ ¢ ed q A . ‘ ‘ “ 4 : il € . x ; iia, e as me 
bE py i ii ‘ : a ; xa 
. ae ‘ S i i) 4 4 ¥ ; a Mags ie 
re oe  - , SK 5 a aS 
cana Tae {| Gree t <A Bea 
: fo ( ~ ' ; * ‘a i} r ‘: . 
} ~ oe -" - em . 
A ‘ \ I . — (4 t an ih ' i YA my A : ® i ° 
nT , —— ae Fe & ; eo , 
heer Yes Nw | 
< a 3 | ay + , . @ 
= : . | 7 a i | 
S34 a a Es | 
a WNAXE 
—— 
4 a 
: J 


52 


Increase in Ad Linage 
The Canadian Daily Newspapers 
Association, Toronto, reports that 


the advertising linage in Cana- 
dian daily newspapers was up 
18.4% in February, 1947, over the 
same month last year. The in- 


crease during the first two months 
of this year was 20% over the cor- 
responding period of 1946. 

By classifications, national ad- 
vertising in February was up 9%, 
classified, 23.3%, and local ad- 
vertising 21.2%. 


CKWxX Appoints Sayers 

Jack L. Sayers, formerly com- 
mercial manager of Station CKCK, 
Regina, Sask., has been appointed 
sales manager of Station CKWX, 
Vancouver, B. C. 
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Business Paper 
Ad Volume Down 
2.6% in March 


CHICAGO — Business 
vertising volume in March 
dropped 2.6% below that of 
March, 1946, according to Indus- 
trial Marketing’s latest tabulation, 
based on linage reports from 171 
publications. 

The business papers carried 23,- 
839 pages last month, compared 
with 24,471 a year ago, for a drop 
of 632 pages. In February, 169 
business papers had carried 22,- 
015 pages and showed a year-to- 
year loss of 4.3%. 

Industrial papers in March 
carried 15,167 pages of ads, 6.2% 
less than the 16,165 carried in 
March, 1946. The group included 
106 publications. Thirty-one trade 
publications, however, showed a 
9.5% gain, up from 4,700 a year 
ago to 5,147 last month. 

Fifteen export publications car- 


paper ad- 


ried 1,532 pages in March, only 
0.8% under their 1,544 pages a 
year ago, and 19 class publications 
were down 3.4%, from 2,062 to 
1,993. 

Three-month totals for 1947 are: 
Industrial group, 43,894, down 
8.9%; trade, 15,149, up 10.1%; ex- 
port, 4,361, down 0.4%, and class, 
5,496, down 1.6%. Total for the 
groups for the first quarter is an 


even 68,800 pages, 3,018 or 4.2% 
below the 71,818 carried in the 


first quarter of °46. 


Opens Canadian Office 


Benton & Bowles, New York, is 
opening a service office for Canada 
in Toronto, with H. D. Roach, for- 
merly an account executive in the 
Montreal office of McKim Adver- 
tising, as Canadian representative. 


Doring & Schmitt Moves 

Doring & Schmitt, Advertising 
has moved from temporary quar- 
ters at 19 W. 31st St. to permanent 
offices at 400 Madison Ave., New 
Yark. 


WHEN OKLAHOMA CITYANS pick their Thursday or 


Friday Times or Sunday Oklahoman . . . the week’s bulkiest papers 


... from behind their screen door, they find them encircled by a 


stout rubber band. This means protection against Oklahoma’s gusty 


* Publisher's Staten 


ABC, 6 


ent t 


months endis 


winds and assurance that every subscriber will receive his paper 


September 30, 9406 . . . . 
prveee ere? intact. It is another of the many little extra services that have en- 
abled these newspapers to build up the greatest Sunday circulation 
of any new Spapers in the whole Southwest. . . . 190,901* 
/ ep rene ntert ty the 4gt 4 / if rated 
THE ORLAHOMA PUBLISHING COMPANY TWE FARMER STOCK MAN—WHY OmliaAnOoma CITY—avor COLORADO SPRINGS 
giz Orwvi® AWD WEEE PEORIA AFFILIATED 1h MANWAGEMERT 
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MARCH BUSINESS PAPER ADVERTISING VOLUME 


These figures compiled by Industrial Marketing, must not be quoted or reprodi: 


without written permission. Unless otherwise noted, all publications are mont! 
and have standard 7x10 inch type page. 
Pages Pages 
1947 1946 1947 
Industrial Group Welding Engineer ; 67 
AGTVO TIBOR 0c cies ss S7 117) West Coast Lumberman., 124 
Air Conditioning & Re Western Construction 
frigeration News (w) en Cr eee rere 115 
(1142x116) a etptaid esac 6t75 55| Wood Worker ....... 73 
American Aviation (semi Woodworking Digest ' 
EPR ere eee 7 65 (442x642) oe 126 
American Builder eae: 121 122 = 
American City zi 101 110 Total 15,167 lt 
American Machinist 
PW) «cers ; 160 29 Trade Group 
Architectural Forum 136 151 American Artisan sist 114 
Architectural Record ... 128 134) American Druggist es 204 \ 
Automotive & Aviation Boot & Shoe Recorder 
Industries (semi-mo).. $805 $372 a oe rere 229 <4 
RE a ce ys<k bs ts 130 129 | Building Supply News.. 11s ' 
Aviation Maintenance 56 60 | Chain Store Age— 
Bakers’ Helper (bi-w). 172 167 Administration Edition 
ee Eee rae 74 59 Cdmbination ....... 29 \ 
Brewers’ Digest ... 36 36 Druggist Edition ; 146 ' 
Brick & Clay Record 165 *42 Fountain Restaurant. 34 18 
Bus Transportation 146 162 General Merchandise 
Butane-Propane News SS 68 Variety Store Edi 
pS re tos §ft158 tions SS adesadee 181 
Ceramic Industry tis “54 Grocery Editions , 133 YT 
Chemical & Engineering Commercial Car Journal 185 
News (w) one tee f135 103 | Domestic Engineering. 161 
Chemical Engineering 272 $288 | Electrical Merchandising 
Chemical Industries 111 107 (9X12) wo. ee ew eens 181 
Civil Engineering 35 42 Electrical Wholesaling 108 
Cal AGS isiass 121 141 | Farm Implement News 
Construction Digest (bi-w) a eT ee 200 
(EW) ch eceasess 12s 110, Fueloil & Oil Heat 103 x( 
Construction Methads Geyer’s ‘Topics 100 » 
(9x12) Bieta ‘ = 127 134) Glass Digest x Ss 16 
Constructor ......... Ai) 19| Hardware Age (bi-w) 165 
Contractors & Engineers Hosiery & Underwear 
Monthly (9% x14 ; 57 60 Review eu'o wh eats 129 ” 
Diesel Progress (81x11) 60 62 Jewelers’ Circular 
| Electric Light & Power. 64 83 Keystone .... as 335 ) 
Electrical Construction Lingerie Merchandising. 8S ' 
& Maintenance 127 §130) Liquor Store & Dis 
Electrical South 62 50 penser Teer eee 73 s 
Electrical West ...... 63 70) Men’s Reporter (9x11 %. 179 
Electrical World (w). 280 202 Mill Supplies awe 242 22 
Electronics ......... ty 203 *241 | Motor 163 4 
Engineering & Mining Motor Age Means a wee 149 2 
PS rer 104 117, NJ (National Jeweler 
Engineering News Rec (5144x7%) = ..... 301 ) 
ord (8). «:%<:; eda we is 338 329 Office Appliances 
Factory Management & (6 5/6x10) ; 166 \ 
Maintenance ...... 235 311 | Photographic Trade 
Fire Engineering 11 17 News .... “ 85 a7 
Food Industries . 1173 176 | Plumbing & Heating 
Foundry 190 192 Journal sha Oe , Df j 
Ge: Gisiccaus ; 50 17 | Sheet Metal Worker 71 t 
Gas Age (hbi-w)...... RO 79) Southern Automotive 
Heating, Piping & Ajir SOUTHAL  esaciddin 124 | 
Conditioning cane 137 145 | Southern Hardware 110 1” 
Heating & Ventilating 72 69 Sporting Goods Dealer 230 1s 
Industrial & Engineering | Syndicate Store Mer 
Chemistry (two edi chandiser (4%x6%). 120 12 
MONO). 5-6e'sidws 0 149 170 x 
Industrial Finishing rotal i 5 eae eae 5.147 1.70 
(44%x642) ig... 91 83 Export Group 
Industry & Power.... 108 182 | American Automobile 
Iron Age (w)...... 552 643 | (Overseas Edition). 92 
Laundry Age xu 95 | American Exporter (two 
Machine Design . os 204 *267| editions) ...... ee 174 ii 
Machine Tool Blue Book | Automovil Americano, 106 au 
(4%x64) tate waneas 27 315|Caminos Y Calles....... 29 a 
Machinery Jaen es B04 345) Farmaceutico soa th ht 73 7 
Manufacturers Record. 37 16) Hacienda (two editions 132 24 
Marine Engineering & | Ingenieria Internacional 
Shipping Review 116 164 Construccion =. ..... 73 s 
Materials & Methods 145 195 | Ingenieria Internacional 
Mechanical Engineering. 101 122| Industria ae 110 | 
Mechanization | Oficina Mecanica 
(442x7f ) o8 85 Moderna (Quarterly 110 2 
Metal Finishing 6 69 | Petroleo Interamericano 64 “ 
Metal Progress ; 10 154 Revista Aerea Latino 
Mill & Factory 253 240 Americana 32 
Mining & Metallurgy 24 29 | Revista Rotaria 1! 
Modern Machine Shop Spanish Oral Hygiene 
(44ex6le) 7 t 325 320 (4 X7 ) P i Sl 
Modern Packaging 212 216 Taller Mecanico Moderno 
Modern Plastics 171 162 (Quarterly , 110 ” 
National Bottlers’ World Petroleum 75 
I cae aecar 138 125 
National Petroleum I : fottand baiichn 40 eae’ 1,532 1544 
i et ) ee : ‘102 ‘107 Class Group 
National Provisioner (w) t167 t134 Advertising Age (w 
Oil & Gas Journal (w). *$*f608 $1599 (10% x14) oe ree +t222 
Oil Weekly (w) t236 227) American Funeral 
Organic Finishing , 14 15 Director Oe eee iRg0 
Paper Industry & Paper American Hairdresser 75 
Li errr errr ree 92 104 American Restaurant 149 
Paper Mill News (w $i ties $161 | Banking (7x10¥,) eer 52 
Paper Trade Journal Dental Survey a 142 ' 
Wh) “anaes Terre ree "175 174 Distribution Age Sis 65 
Petroleum Engineer ‘ $193 $214 Hospital Management. 87 ' 
Petroleum Retiner ... 157 162 Hotel Management 117 
Pit & Quarry ‘ ‘ 156 139 |} Hotel World Review (w) 
Power ag ete ieee ‘ 217 242 (914x14) Teer TT rene $52 
Power Plant Engineer Industrial Marketing 91 
SO ee oe ee eae 117 130) Medical Economies 
Practical Builder (414x6%) er 111 
10%5x15) ; 37 33 Modern Beauty Shop 112 
Printing , rr 63 65! Modern Medicine (semi 
Product Engineering 282 $27 mo (4°4x6% 140 
Production Engineering Oral Hygiene (4,°.x7 136 
& Management ; 85 116 Restaurant Management 115 
Products Finishing Scholastic Coach 38 
(444x6% ‘ ; 78 65 School Management 
Progressive Architecture on US 915x11%) F 34 
Purchasing ‘ 251 278 Traffic World = (w Si t1s80 
Railway Age (w rv +3293 321 
Railway Purchases & lotal 1.9938 
stores ‘ 116 131 
Roads & Streets 92 | Includes classified advertising 
Rock Products 109 07 $Includes special issue 
Sewage Works Enginee! Estimated. 
ee li 17 Last issue estimated, 
Southern Power & In ‘Last two issues estimated. 
dustry so 115 Last three issues estimated 
Steel w) 10 507 tFive issues 
supervision 11 21 ‘Standard 7x10 inch page starting 
lelephone Engineer 15 51 1946. 
relephony (w 123 101 Figures based on 9245x1814 incl 
rextile Industries 134 $201 page. 
lextile World 202 219 ‘Not including Petroleum Proc 
limberman 119 94 now published separately. 
lool & Die Journal Figure for Cotton. With January 
iX7 4s Lis 1538 issue, Cetton became Tesartils Indi 
Water Works Engineer "With March, 1947 issue I 
ing byi-w 62 52 Contracting became Electrical ¢ 
Water & Sewage Works. ) 64 tion and Maintenance 
: director of the agency and H 
Reorganizes Agency Fletcher Is art director. 
Harrington & Buckley, San pea. 
Francisco agency, has been reor- , F 
ganized with the firm name Newsmag Bows May 
changed to Harrington, Whitney Musicland Newsmag, a nev 
& Hurst. Eugene I. Harrington is weekly publication designe 
president and R. Peter Hurst resi- serve the Hollywood area, 


dent partner and vice-president in 


the San Francisco office: George 
Whitney is vice-president in 
charge of the Los Angeles office: 
Lawrence Giles has been named 


print its first issue May 1. A! 
stvle format has been adopt 
a result of preliminary reseé 
Editorial offices are located at 
N. Las Palmas ) 


Hollywood 25 
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“Entrance to Quality.” 

At Christmas time, the bulletin 
showed animated reindeer draw- 
ing St. Nicholas and carried the 


copy, “Twas the night before 
Christmas.” To give perspective 


and a human interest touch, a 
boy and his dog looked on from 
the foreground. This same Yule- 
tide theme was tied in with the 
entire store promotion, including 
interior displays, show windows 
and newspaper advertising. 


See our Bridal Bureau.” 

Actual design of the boards was 
handled by Arthur C. Tilden, art 
director of Sunset Outdoor, with 
the assistance of the display de- 
partment of Frederick & Nelson. 


Plugs Weather-Stripping 
Bridgeport Fabrics, Inc., Bridge- 
port, Conn., has launched a new 
campaign for its weather-stripping 
product, using two-color ads in 


53 
Becomes ABC Affiliate 


Station WBEC, Pittsfield, Mass.., 
has begun operations as an ABC 
affiliate, with James L. Spates as 
general manager. 


trade publications in the aviation, ST. JOSEPH NEWS-PRESS 


railroad, auto and marine fields. 
Edward Owen & Co., Hartford, is St. Joseph Onzette 


Another board, selling a store the agency. 
service, shows the entrance to a 
new home with this advice: ‘Let 
our Home Planning Bureau help 
with your house of dreams.” 

A current board ties in with 
store promotion of furnishings for 
a honeymoon house, the spring 
showing of Frederick & Nelson’s a = 
familiar Frederick & Nelson door- ‘Trend House.” It pictures a bride | eat FS OR PI ich a os 
man in uniform, and these words: and asks: “A wedding to plan? 


Plug Special Services 


ATTENTION-GETTER—This is one of the four unusual outdoor bulletins used by 


Frederick & Nelson, Seattle department store, to tell an institutional story. 


Outdoor Boards 
Build Prestige 
for Seattle Store 


SEATTLE—Four of the most dis- 
tinctive bulletins in the country, 
designed especially for a depart- 
ment store that had long used 
newspaper copy and daily radio 
but never had gone into outdoor 
advertising, now are in their sec- 
ond year and gaining increased 
recognition in the community. 

The boards are those of Fred- 
erick & Nelson, Seattle department 
store which is operated as a divi- 
sion of Marshall Field & Co., Chi- 
cago, and were designed and 
erected by Sunset Outdoor Ad- 
vertising Company. The final 
product, in the view of John 
Paver, president and general man- 
ager of the National Outdoor Ad- 
vertising Bureau, New York, con- 
stitutes “the most outstanding de- 
velopment in bulletin display in 
the past 10 years.” 

The bulletins were commis- 
sioned with _ specific directions 
that they be unlike any other 
oards, and that, in addition, they 
reflect the character and service 
f{ the large Seattle store in pro- 
viding quality merchandise. 


Use Raised Blurb 


The four boards are 20 feet 
high and 50 feet long. Copy is 
carried on a raised blurb of ir-| 
regular shape in the middle of | 
the board. The edges, instead of | 
providing the customary border 
f an outdoor poster, are painted | 
let black and at night disappear | 
into the darkness, leaving the | 
raised blurb as the center of focus. | 
Lighting is entirely indirect. | 
Hidden around the edges of the | 
blurb is fluorescent illumination. | 
Floodlights are concealed in| 
nearby shrubbery. The store name 

lone in gold-leaf letters, and 
Ss raised 18 inches from the black 
background, at the top of the 
boards. A soft, pleasing harmony 
of color is sought throughout copy 


YOU JUST CAN'T BEAT THE PULLING POWER 
OF THE BIG 3 IN THE GREAT FLORIDA MARKET 


© The state that ranks number one in the tourist industry is chalking up 


yes tig record performances as a year-round market. Besides establishing new 
Fach of the existing boards is highs in agriculture and construction, Florida emerges a runaway First 
riking in character, and addi- . : F ‘ 
nal bulletins in sections of the a in the South in total retail sales per capita. 

not now covered have been 


hel. up because no suitable loca- 
is obtainable along arteries 
ng into the city. 
each case, the foreground is 
caped. In one instance, 
early an acre is taken up by the 
1 and its setting. The site 
‘hes for 330 feet along a 
lane highway. A buried 
kler system waters the lawn 
mmer. In spring, 450 rhodo- 
rons—the state flower—are 
om. The landscaping prepa- 


It’s a concentrated market, too. In the areas dominated by the Big 3 
more than 64% of Florida’s population is located,--close to 70% of its 
retail sales take place. So, if it’s results you're after, harness the Pulling 
Power of the Big 3 . . . the morning papers that dominate Florida's 
primary trading zones, spur sales throughout the entire state. 


MIAMI HERALD TAMPA TRIBUNE 
* 


FLORIDA TIMES-UNION 


n cost more than $10,000 at entotives * Jacksonville . 
location alone. en in| Inc -onol Representatives Notional Representatives 4 
Story, Brooks & Finley, '"- Notione . Revmolds-Fitzgerald, m . é 
‘Entrance to Quality’ * lt 
int, Atlanta -Walker Co. Atlanta 
py is institutional, selling the A.S. Gre Sawyer-Ferguson Jenn and Kelley. Inc., 


and its services, and not 
merchandise. The first board 
ins merely a_ reproduction 
ie store entrance, plus the 
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‘Cycles’ Suggests 
Rough Weather for 
AmericanBusiness 


New YorK—Rhythmic cycles of 
business activity, ranging to 54 
years’ length, indicate “rough 
weather” for U. S. economy in 
the next few years. 

This warning is made in “Cycles 


—the Science of Prediction,” a 
255-page book by Edward R. 
Dewey, director, Foundation for 


the Study of Cycles, and Edwin F. 
Dakin, 
associated with Hill & Knowlton 
and other public relations com- 
panies. 

The volume shows results of 
many economists’ studies of long- 


term variations in wholesale 
prices, stock prices, construction, 
real estate activity, metal pro- 
duction, volume of exports and 
imports, population growth and/| 
other factors, all indicating ex- 
istence of certain well-defined 
rhythms. 


Correlation of the various 54, 
18, 9, and 32-year rhythms, the 
authors suggest, points to “a diffi- 
cult period of adjustment for the 
short-term future.” There is no 
reason to assume, they assert, that 
the rhythms will act differently 
just because political government 
instead of the business man, now 
dominates the American economy. 

“Even businesses that see every 


reason to expect a boom,” they 
say, “should be sure of sound 
grounds for their optimism. . . The 


same rhythms that suggest cau- 
tion in planning for the late °40s 
also foreshadow various new op- 
portunities opening up in the ’50s, 
of a kind such as our nation’s youth 
may hopefully anticipate.” 
“Cycles” is published by Henry 
Holt & Co., at $3. 


K&E Appoints Brown 


Jean Stout Brown, formerly 
publicity director of the Iowa De- 
velopment Commission, has been 
appointed publicity director of 
Kenyon & Eckhardt, New York, 
effective May 1. 


Promotes Cothran 

W. G. Cothran has been ap- 
pointed manager of the classified 
advertising department of the 
Herald-Journal, Spartanburg, S. C. 


He has been with the paper for| 


the past 12 years. 


Gets Perfume Account 


Harold F. Stanfield Ltd., 
treal, has been named to 
the advertising of Chanel per- 
fumes and colognes for Lyman 
Agencies Ltd., Montreal. 


Joins Four A’‘s 
Sherman & Marquette, Chicago, 


has joined the American Associa- 
tion of Advertising Agencies. 


publicity writer formerly | 


Mon- | 
direct | 
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‘Heil Names Brown 

Jacque Brown, formerly asso- 
ciated with the Delco appliance 
division pf General Motors Cor- 
poration, has been named assist- 
ant sales manager of the heating 
and water system division of the 
Heil Company, Milwaukee. 


AAR Elects Faricy 

William T. Faricy, vice-presi- 
dent and general counsel, Chicago 
& North Western Railway, has 
been elected president of the As- 
sociation of American Railroads, 
Washington. 


Joins ‘American Miller’ 

John Findlay has joined Ameri- 
can Miller & Processor, Chicago, 
as promotion manager. He was 
formerly with Cramer-Krasselt 
Company, Milwaukee. 


Daily Sponsors 
Open Seminars 
in Journalism 


SoutH BENpb, INp. — Journalism 
seminars conducted for high school 
students by the South Bend Trib- 
une were expanded this year when 
the publication held a series of 
Thursday evening forums at the 
South Bend Central High School 
and invited anyone who was in- 
terested. 

With what the Tribune termed 
considerable interest, South Bend- 
ers turned out for the five sessions. 
They attended classes in ‘Editorial 
Aims and Policies,’ “Gathering 
and Presentation of Local, Na- 
tional and International News,” 


“Composition,” “Engraving,” 
“Stereotyping,’” “Newsprint,” 
“Printing,” “Circulation,” “Adver- 
tising’” and “Radio.” All classes 
were conducted by members of the 
Tribune staff. 

All who attended the course, 
which was sponsored by the pa- 
per, its radio station, WSBT, and 
the South Bend-Mishawaka Center 
of Indiana University, were in- 
vited to tour the Tribune plant, 
and were given a plant booklet, 
“Know Your Newspaper.” 

At the same time, the Tribune 
announced that more than 1,200 
had attended its first annual 
Sportsmen’s Night at the Central 
High School Auditorium, where 
movies of wildlife were shown, 
plus archery and bait-casting ex- 
hibitions by local experts. This 
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affair was sponsored jointly by t} 
Tribune and the local chapter 
the Izaak Walton League. 


Mexic 
with U 
Sexton Opens Branch Level 


John Sexton & Co,, Chicag 
manufacturing wholesale groc b HICAGO— 
has opened a new sales and war ple cing of 
housing branch at 6 Chestnut S J] merchar 


Philadelphia 6, to serve easte sulting in a 
Pennsylvania, Maryland, Del:.- for U. S. bi 
ware, western New Jersey ar although tl 
other parts of the Philadelph a , serious 
area previously covered from iis - ling to. 
house in Long Island City. aent of Bot 
. ‘orporatio1 
Resumes Jewelry Line | fae ae 
Hadley Company, Providence, actually su 
which suspended manufacture of lets, they w 
its line of men’s jewelry in 1942 ot od N 
because of the pressure of war eg 
work, has resumed the line with us Season 
entirely new designs and features, firms are 
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AMERICA’S FUNNIEST HUSBAND AND WIFE 


Coast-to-coast via transcription for local and re- 
gional sponsors ‘EASY ACES" is hitting new ‘‘highs"’ 
in ratings and promotion! Teaser spots by Goodie 
Ace—special Xmas and New Year's spots by Jane 
Ace—Red Cross and Community Chest plugs by 
Goodie and Jane—newspaper photos, mats, pub- 
licity. Never before such a promotion campaign on 
any E.T. show. 
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Mexican Trade 


with U.S. Seen 
Leveling Off 


HICAGO—Widescale buying and 
ni: cing of orders for goods when 
ij] merchandise was scarce is re- 
sulting in a slightly cloudy future 
for U. S. business men in Mexico, 
although there is little danger of 
qa serious depression there, ac- 
cording to J. W. DeLind Jr., presi- 
ient of Borg-Warner International 
Corporation. 

if all the material ordered were 
actually supplied to Mexican out- 
lets, they would be seriously over- 
stocked, Mr. DeLind said. For 
this reason, he pointed out, many 
firms are refusing their commit- 


ments in the 
celing orders. 


U. S. and are can- 
Many of the orders, 
however, are being canceled in 
order that the firms may place 
new orders on a sounder basis. 
One of the prime reasons that 


Mexican business men are “re- 
adjusting their sights” is because 
inflation in Mexico, greater than 


in the U. S., is causing the favor- 
able trade balance between the 
two countries to diminish at the 
rate of $10,000,000 monthly, ac- 
cording to Mr. DeLind. 

He pointed out that Mexican 
business men are today better 
able to judge their markets’ phys- 
ical requirements. One of the 
biggest cushions against actual 
depression, Mr. DeLind said, is 
the fact that within the past 10 
years, the portion of Mexico’s 


population which may be con- 
sidered consumer class has risen 
from 10% to about 25%. 


Piguet Names Ellington 

Robert Piguet, Parisian coutu- 
rier, has appointed Ellington & 
Co., New York, to handle adver- 
tising, promotion and _ publicity 
for Les Parfums Robert Piguet, 
Inc. The perfumes were intro- 
duced to the American market 
late last year. Business and class 
magazines will be used, beginning 
this month. 


To Win Nathanson 


The Embassy of Venezuela has 
appointed Win Nathanson & As- 
sociates, New York, to handle 
public relations for the Venezuelan 
government in the United States. 


,ing Association of 


To Beaumont & Hohman 
California Cooperative Packag- 
Los Angeles, 
packaged fresh vegetables, has ap- 
pointed Beaumont & Hohman, Los 
Angeles, to handle its advertising. 
Newspapers, trade publications 
and point of sale will be used. 


‘Marketing’ Ups Two 


Stanley E. Caldwell has been 
appointed’ business manager of 
Marketing, Toronto, succeeding 


Margaret Brown, who has become 
associate publisher. 


Abbott Names Walsh 

Abbott Laboratories Ltd., Mon- 
treal, manufacturer of drug 
medical supplies, has appointed 
Walsh Advertising, Montreal, to 
handle its advertising. 
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TWENTY-FOUR-SHEET POSTER 


and | 


“| company, 
porary plant for publication of a 
|second Springfield paper may be 


55 
Springfield Paper 
to Print in Tulsa 


TuLsa—Springfield Newspapers, 
Inc., Springfield, Mo., publisher of 
the Morning Daily News, Evening 
Leader & Press and Sunday News 
Leader in that city, has leased the 
auxiliary composing and_ press 
plants of the Newspaper Printing 
Corporation here for publication 
of one of the papers following de- 
struction of the Springfield facili- 
ties by fire (AA, April 7). 

This plan supplements the emer- 
gency measure of printing an 8- 
page edition in Muskogee, Okla., 
and will be effective until facilities 
for printing are restored in 
Springfield. At the same time, 
Tams Bixby of Muskogee, who is 
associated with the Springfield 
indicated that a tem- 


set up there with equipment that 


| has been in storage. 


For the Tulsa printing, a direct 
teletype circuit will be in opera- 


| tion between that city and Spring- 


field to transmit local news. The 
Tulsa equipment is maintained for 
possible emergency situations 
which might affect the Tulsa 
World and Tulsa Tribune. Ar- 
rangements also have been made 
with officials of the International 
Typographical Union whereby the 
Springfield employes may work in 
Tulsa, and still be under jurisdic- 
tion of their own local. 


Names Fisher, Clemens 


Paul W. Fisher, assistant in the 
advertising and publicity depart- 
ment of United Aircraft Corpo- 
ration, East Hartford, Conn., has 
been appointed director of public 
relations, and Norman V. Clemens, 
director of advertising and pub- 
licity, has been named director of 
advertising. 


@ SILENT or SOUND — 

@ Black & White or Color 
&) Public Address System 
v) 


DeVRY (Model RS-ND30) 16mm 
Sound-on-Film Projector 


; 


THIS 3-PURPOSE DeVRY 
IS YOUR BEST BUY 


Audiences from three to 3,000 proclaim 
DeVry's three-purpose projector the preferred 
l6mm, sound-on-film equipment And why not 
in addition to theater quality perform 
an in both picture and sound, it is com 
pact implitied, rugged 1 unit designed 
» me all Audio-Visual and P. A. needs 
md meet them well See hear it 
then yé ll know wt ur best buy 1 
t DeVry 
ote well, the ree fea f the DeVry 
RS-ND3S0O portal l6mir ind-on-film pro 
or l SAFELY proje both sound and 
r In Show t k-a whit and 
r m withou xtra pine Has 
separately housed 30 W | ind rdy 
permanent-magnet peaker wit t e you im 
plification for either microy tal 


Only 5-time winner of 
Army-Navy *‘E"’ award 
for motion picture 
sound equipment. 


titi 


Armitage Avenue Dept. AA-D4 
Chicago 14, Illinois 
| Without cost or obligation, please send us 
jo! 
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DMAA Enlists 
200 Executives 
for ‘Jury Duty’ 


New YorK— The Direct Mail 
Advertising Association has en- 
listed more than 200 executives of 
large and small companies as a}! 


“jury” of direct mail experts to/| 
y AMR aN w\N 
SEE Gis a3 t . ‘ ‘ 
\ \ | \ 
) WAAAY 
a! 


g a \ 

\ LAAN 
paTUMINESCENT DFLALS 
CARDY-LUNDMARK CO. 
1801 BYRON ST. — CHICAGO 


Ask for | | 
Semples ! 


furnish confidential information 
regarding their procedures and 
results. 


Facts about direct mail hitherto 
unavailable will be compiled for 
members of the DMAA, as a result 
of a comprehensive program de- 
veloped by the association’s re- 
search committee, headed by W. D. 
Molitor of Edward Stern & Co., 
Philadelphia. 

Several “juries” are already 
established. Questionnaires will 
be distributed monthly and find- 
ings will be tabulated immediately. 
A special advance report will be 


submitted direct to each “jury 
member.” 
At the DMAA convention in 


Cleveland in October, the cumula- 
tive data will be presented to the 
entire membership. Data will be 


supplied on such problems as rela- 
tive effectiveness of different kinds 
of direct mail, types of offers, 
mailing frequencies, single vs. 
multi-color, elaborate vs. simple 
mailings and enclosure combina- 
tions. 


Plans Printing Show 


The division of business admin- 
istration of the Western Reserve 
University, Cleveland, will spon- 
sor an exhibition of “Better Print- 
ing for Better Selling’ in its 
auditorium May 1-3. This display 
will serve as a background for 
the Cleveland Sales Executives 


Chain Ownership 
Hit in Proposed 
French Press Act 


Paris—While the U. S. press 
alternately cheered and moaned 
at the findings of the free press 
commission (AA, March 31), the 
French press anticipated the ac- 
ceptance by the French govern- 
ment of a recently submitted 100- 
page press charter which would 
keep the “press of France clean, 


|free and truthful.” 


Club’s “Selling As a Career” con- | 


ference to be held May 3. 


‘Parade’ Changes Format 

Parade, New York, has reduced 
the Parade logotype on its cover 
from a full width bleed size down 


|charter will strengthen 


The French press charter pro- 
vides for a Court of Journalists 
which reportedly can exercise 
such powers as expelling jour- 
nalists from the profession and 
inflict other penalties. The new 
the libel 


parties through which owner 
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Advertising . 
Tp - 


‘might be concentrated. Oe 

Meanwhile, there appears tv be ‘ 

: ; : Ke, 

growing dissension between the - * 

Paris press and provincial pa) ers Hig 
. * 

over the question of Sunday jy ub. @ , A au 


‘not. For the time being, the no. 
'Sunday publication rule is being 
maintained. 


‘Places Facsimile Ad 


lication. 
papers want to publish on Su 
while the outlying publication: «, 


for insertion on the opening date 
of facsimile operations by 
Miami Herald for Land O’ Su 
Dairies, Inc., Miami Beach, Miami 
Key 
through Solis S. Cantor Advertis- 
ing Agency, Miami Beach. 


The metropolitan n« 


A full-page ad has been placed 


the 


West and Fort Lauderdale. 


DRESSED UP— 
Francisco, has 
for the cellophe 
for packaging 


—— to a 4%4-inch panel and has in-|laws and will allow only limited, Hydeman Opens Office ve Fevers 
creased the size of the imprint | companies to operate newspapers. Sidney L. Hydeman has re- gar ee mere 


for its 22 subscriber newspapers. trolli int t b e " 
Publisher Arthur H. Motley Seals [Co cae br it ta abe Ga 


that “the new format makes the | 
magazine look more like a mem-| Paper, and the new charter pro- 


signed as art director of Liberty 
to open his own office at 295 Madi- 
son Ave., New York. Mr. Hyde- 
man has been art director of Cos- 


Decca |] 


ber of the individual newspaper’s| Vides that there shall be no} mopolitan, Harper’s Bazaar, and 
family.” ‘dummy corporations or straw! Redbook. Larger 
r ets Cc 
New YORK- 
oosted sales 
f 1947 to m 
han the sa 
ccording to 
lent, Jack K 
Earnings fe 
The eleventh in a series of frank talks about the aluminum industry and Alcoa, poout 85 cer 
s compared 
tial quarter 
was split t 
rember. 
The results 
5 vill do a $4 
What's Back of the ess this yea 
*Leo J. (“Fitz’’) Fitzpatrick and on oe 
1. R. (“’Ike’’) Lounsberry. » e) It also wa 
Great DEMAND for Aluminum? pi 
ecordings 0: 
ompany an 
buying Com 
ate. 
The demand is terrific, folks! The aluminum in- $30,000,000 sheet and plate mill for which ground Commodor 
dustry reconverted from war to peace, finds the has been broken near Davenport, Iowa. Elsewhere, din 1938 k 
: ‘ ae Sa a a cee became alm 
wind at its back— pushing it into a race with itself Aleoa is increasing its facilities for the manufac- vest en 
pene “ to match the unprecedented pace of peacetime ture of aluminum foil, castings, and other items in ics. Mr. Gal 
for ady ie mie demand. high demand. merica’s Oo 
ees, €rtiser S$ oOo n People have been talking about the Light Metal The industry’s universal belief in the future is = peta 
Colum bi ’ 7 Age for quite a few years—even Charles Dickens based on hard facts. Behind the zooming demand ould eataler 
1a s basic Out predicted that it was just around the corner in for things made of aluminum are five sound reasons: The jazz c 
let a . ig his day—but now it’s really on top of us with a 1. The pri ‘diakd =] th vy Decca d 
ee¢ Buffalo’s oldest bang! The proof of that is everywhere. r a a ee Decca will c 
: 9 ‘ “ H > 1eS f M e 
stati me ae Secretary of the Interior J. A. “Cap” Krug pointed 2. Research has made aluminum better and more al - 
e : on. a . up the fact at one of his press conferences last versatile. n executive 
: Se summer. He recalled that at the end of World 3. Thousands of artisans and manufacturers learned - 
War II the best estimates of aluminum require- the techniques of using aluminum during the \ppoints 


ments for the nation were about 800,000,000 


war years. 


: : Grattan EI 
pounds annually. Then he did a little crystal : . ssistant pr 
. oe 4. The war was a proving ground for many appli- 
gazing, and indicated that he foresaw a need for ’ A : ord & Thor 
. ‘ aves s cations of aluminum, and for techniques now i Arm 
something like two billion pounds of aluminum a . ; my, 
’ : applicable in peace. roduction 
year in America before long. ieterich & 
Tienes wil tell en Secseteny Krwi’s extinate, but 5. The excellent record of service established by an Francis 
a : ‘ ‘ civilian applications of aluminum during the - 
there’s just no denying that the aluminum in- h sat . ee a 
dustry is gearing itself to turn out all the products a pete 
that people would like. For the moment, orders There’s the why behind the demand—and the why " - Sh 
for some items may outrun production—but the behind the aluminum industry’s continued growth. nsion Serv 
capacities to produce will soon be ample. Alcoa believes that the Light Metal Age is here eruising — st 
oi : ma “ fmours & C 
The American companies that produce aluminum for keeps, “ = aang 8 great new popu e€ will spe 
have been doing some large-scale postwar expan- larity must be deserved! Vertising 
sion because they believe the demand for aluminum Watch for the next advertisement in this series © 
will keep on growing. Private investors have about aluminum and the industry’s growth. If © Schult 
bought or leased most of the Government’s war- you'd like to have copies of this whole series, write iltz 
built aluminum plants suitable for peacetime opera- to the address below and reserve, for yourself, one ame ns i 
tion. Aleoa is going even further and is building of the booklets reprinting them all. It will be rodiicts, | 
some new fabricating plants, such as the large available shortly. str) sutor 
eSSS18, SP! 
{ eese. 
rego a and 
nd ‘wo bu 
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DRESSED UP—Koret of California, San 


Francisco, has found wide acceptance 


‘Plans Surprise Product 


During a series of nine regional 
meetings to be held in April and 


| early in May for wholesale repre- 


sentatives throughout the coun- 
try, the Frigidaire division of Gen- 


|eral Motors Corporation, Dayton, 


will introduce new commercial | 
refrigeration equipment. Although | 


W. F. Switzer, commercial sales 


| manager, did not reveal the nature 


of the new development, he termed 


| it as “revolutionary” and a “mile- 


stone” for the commercial refrig- 


|eration industry. 


Dowd Names Steele 


Speidel Starts Campaign 


Speidel Corporation, Provi- 
dence, used four full-page color 
ads in trade publications to an- 
nounce its major campaign for 
watch bands and children’s gift 
jewelry. The Miss Mignon line 
will be advertised in full color in 


Ladies’ Home Journal and Par- | 


|ents’ Magazine, while the Golden 


Ted Steele, formerly program | 


director of Station WHDH and 
radio show producer, has been 
named head of the radio depart- 
ment of John C. Dowd, Inc., Bos- 


Knight line will be advertised in | 


full color in Collier’s, Esquire and 


The Saturday Evening Post. News- | 
paper mats will be furnished to | 


dealers. 


Demuth Joins Tide Water | 


Helen Demuth, formerly with | 
Pacific Coast Advertising Com-| 


pany, San Francisco, has joined 


the advertising department of) 
Tide Water Associated Oil Com-| 


57 


Drug & Cosmetic 


INDUSTRY 


Covers an industry with 
a bright future in ex- 


panding world markets. 


Also Publishers of Beauty Eashion 


; 


pany, San Francisco. | 


ton agency. 


for the cellophane bags now being used 
for packaging blouses. This one, which 
houses a blouse having an unusual | 
styling feature, carries illustrations and 


iltz & Ritz Advertising 
fen. y, Portland, Ore., has been 
ame! to handle Perkel Food 
rod. cts, Portland, maker and 


Rt 
utor of mayonnaise, salad 
'€ssing, spreads, pickles, mustard 
i cieese. Radio, newspapers in The National Huthorily 
reg’. and southern Washington, WALTER E. BOTTHOF, Publisher 
{ wo business papers will be 
333 NORTH MICHIGAN AVE. + CHICAGO 1 
, HEW YORK . LOS ANGELES . SAN FRANCISCO 
ee-h Aircraft Names as 
Ph’ McKnight has been ap- e 
{ public relations director 2 


ech Aircraft Corporation, 

a. He will be in charge of 

relations, publicity, adver- 

and publication of the 
meen Log.” Lee H. Smith has 
“nh iamed sales manager. 


CONSUMER MAGAZINE SECTION 


STANDARD RATE & DATA SERVICE 


bn instructions on an opaque strip. | 
idi- . — — 
de- - + aes 
| The new Product-Advertising Guide 
ind . e S 9 e . 
Larger Sales; Bs 
“(Gets Commodore ; ; 
New York—Decca Records, Inc., | | k th M d B e S t h t h 
boosted sales in the first quarter | WI ma e e e la uy i ou es jo easier 
f 1947 to more than 50% higher 
pet to the pov nto pat ‘| It will help you make sure that you consider all t. 
ACC ae . 
ent, Jack Kapp. the magazines that can help you sell your par- 
Earnings for the quarter will be | ticular product. 
age llee yo os ans Ue — The Media Buyer’s toughest job is the detailed analysis 
sal nce nao Seek ween Sle wineke of magazines with respect to the advertising of p: articular 
* 7 lit jeaedas last No- products. It takes time, patience, detailed study, and high 
ek... ; ability to find the magazines that can do the best job of ~ 
: a a delivering the advertising message to the largest number 
The results so far indicate Decca of potential buyers at the lowest cost. Ch SS 
vill do a $44,000,000 gross busi- | tr 
ess this year, said Mr. Kapp. In| Which Magazines for Which Products ? 74 r | 
946, the company’s sales were a_| The Director of Media for a well-known agency sums up 
ittle more than $30,000,000. this complex function in these words: 
It also was learned that Decca ovens : ‘ 
Lill handle the exclusive sale of When we have a new product to be advertised, the a 
ecordings of Commodore Record first step is to determine the market. Then we use about 
ompany and has the option of every available source to find out which publications will Lp 
‘ying Commodore at a future give us the greatest number of readers who are prospects » ; 
+e for the particular product we are selling. ae _ , Yr es 
i : sacn major product division o 
yong ge yo seney ae eageein So that the Media Buyer can BE SURE the Geide has these four Sell, 
A Oi aeee, Oe ee Sneeee Oe But what Media Buyer has laid the last touches to some a . 
became almost immediately suc- | "2 ° : “5 9: r api Each of the eleven major product divisions will have four 
ge complicated job of list building without wondering if he : Arig: 
essful as a pioneer in jazz clas- Oy beret ; . 9, useful features, as suggested by the above illustration and 
™ 3 | has overlooked some magazine that belongs on his list, or . E . 
ics. Mr. Gabler believed jazz was | : seiuliinn dhe Wie tind A bri . described below: 
ee ee eeadtae  aeitetion. | some magazine that the client is sure to bring up! aay 
mericas outs & The PRODUCT-ADVERTISING GUIDE is designed to help 1. A chart that will connect the individual products that 
ion to music and sought out the | Média Biteme dicted sudh pean fall within the major product division with the names of 
azz musicians whom he thought | | . ) < : the magazines that are suitable for advertising them. The 
ould achieve permanence. Its Aim and Purpose Defined by Your Needs magazines will be grouped on this chart according to clas- 
The jazz classics will go on sale | The PRODUCT-ADVERTISING GUIDE is the end-product of sification and tied in also with other information that will 
4 Decca dealers about oe Es an intensive field investigation by the James O. Peck help you qualify each magazine in terms of the market 
ecca will continue with the poli- | Company into how sales and advertising managers, for your product. 
les = ag who is now | agency account executives, and space buyers select the 2. A list of product surveys, studies, and other informative 
spr pte aie cree magazines for their advertising. material describing the values of individual magazines as 
ike v° | It will be useful from the first to the final steps in selecting media for the advertising of the products on the chart. 
, the magazines suitable for advertising your product. Watch 3. A list of distribution papers servicing retailers and 
ppoints English for the announcement of the Guide's first appearance as a reg- wholesalers of the products covered by the chart. 
ss oa ree Aig en Agger wae feamce of he SROS Consumer Magexine Section. 4 Advertisements of publishers, who will be encouraged 
ord & ID ese before serving in| How the PRODUCT-ADVERTISING GUIDE Works to offer additional information relative to how their indi- 
* j ; 3 x vidual magazines can help sell one or more of the products 
, = aaa of Hocter, | The Guide will cover the following eleven major product listed on om chart. , . 
eterich & Brown, Advertising, | no — all products normally advertised The PRODUCT-ADVERTISING GUIDE, by relating specific 
| Francisco. dines — PA: ; magazines to specific products, will give you a wealth of 
ry Faemiaa hoes ' 7. ee Materials & information you usually have to seek from several sources. 
. Clothin ccessories onstruction : ’ > " , there *- at! 4 
ppeuaie Spaven 3. House Furnishings 8. Sporting Goods ; Pg  sadey ag ay e you where “additional 
John W. Spaven, formerly editor | 4. Toiletries, Drugs, Smoking Entertainment — 
» Vermont Agricultural Ex- Materials 9. Travel & increase your assurance of consid- 222 
sin Service, has joined the ad- 5. Household Appliances & Accommodations ering all the magazines that are | 
ertising staff of Du Pont de) Supplies 10. Services possibilities for the product you're 
emours & Co., Wilmington, where 6. Automobile, Aviation 11. Miscellaneous advertising. 
e will specialize in agricultural 
‘vertising and promotion. 
o% Schultz & Ritz 
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‘Duel’ Gets Going; 
Many Advertisers 
Launch Tie-ups 


New YorK — Late this month 
Vanguard Films, David O. Selz- 
nick’s picture company, will start | 
releasing “Duel in the Sun” in 
Syracuse and Rochester and in 
the Southwest, and on May 7 will 
open it in 100 theaters in New 
York City—a completely new 
method of bringing a movie to 
town. Heretofore, ‘Duel’ has 
been shown only on the West 
Coast. 

Before opening, Selznick and its 
new agency, Robert W. Orr & As- 
sociates, plan to inundate the city, 
utilizing all media. 

Simultaneously, the long list of 
tie-ins will start breaking—some | 
for the second time, since the long 
delay in getting “Duel” into the-| 

. aters led some impatient advertis- | 
ers to break promotion last fall. 

Ted Baldwin, of Selznick Re-| 
leasing Organization, was prin-| 


cipally responsible for the tie-in | 


promotions. Part of a program | 
which @nabled him to win an 
American Public Relations As- 


sociation award, the tie-ins were) 


a showy emblem of two year’s 


work while the picture was made, 
while the Technicolor strike de-| 
layed its screening, and while the | 
company anxiously awaited the. 
The Catholic | 


decision of censors. 
Legion of» Decency has_ given 
*Duel” a “B’—or passing—mark. 


RCA Makes Album 


RCA Victor has an album of 
the musical background for 
» “Duel,” and the album, along with 
a window display, will be pro- 
moted in newspapers as the pic- 
“ture starts its run in various cities. 

Besides RCA, the picture has or 
will receive tie-ins from Pitts- 
burgh Plate Glass, Butterick pat- 
terns, Chen Yu cosmetics, Cigar 


Institute of America, Quaker Oats | 
Woodbury - Jergens, | 
W. A. Scheaffer, Winchester arms, | 


Company, 


Stetson hats, Benrus watch, Coro 
jewelry, 
Wurlitzer, Whitehall Pharmacal, 
Nestle’s and many others. 


From them Selznick won coop- | 


eration ranging from window 
streamers to national radio spots 
and full-page magazine advertise- 
ments. 

‘Duel in the Sun” created little 


Le be 


AP 


NEW YORK © BOSTON 


Brown & Williamson, | 


splash as a western novel when | 


Niven Busch first wrote it. How- 
ever, the Popular Library brought 
out a 25-cent version, with a yel- 
low jacket emblazoned with a pic- 
ture of Jennifer Jones. It has since 
sold more than 2,000,000 copies, 
and expects to hit 3,000,000. 
American News Company trucks 
carried 2,850 posters advertising 
the edition. 


Uses Time Spots 


Benrus spent $250,000 in radio 
spots, with the picture’s_ stars 
emoting as follows “This is (name) 


Sun’ telling you it is now (time) 
Benrus Watch Time.” 
In explaining his 


tie-ins to 


APRA, Mr. Baldwin noted, “Manu- | 


facturers or their advertising agen- 


| tests. 
one of the stars of ‘Duel in the| 


cies were contacted . .°. no offer 
of payment or financial participa- 
tion made, no royalties accepted.” 

In cooperation with Whitehall, 
Selznick offered a medallion 
similar to that worn by Jennifer 
Jones, for 25 cents and a Kolynos 
boxtop—with phenomenal! success, 
Mr. Baldwin says. 

No separate budget was set up 


for tie-in promotion by the com- | 


nany, and Mr. Baldwin reports 
that in 1946 “not more than $5,000 
was spent... including entertain- 


ment, printing and awards for con- | 
The return in value of na- | 


tional and local paid space in pub- 
lications and on radio, in window 
and outdoor displays is estimated 
at close to $10,000,000.” 


The tie-in promotions, and many | 


of them have not yet broken, ac- 


counted for: (1) more than 100 
full-page national magazine adver- 
tisements; (2) more than 5,000,- 
000 lines of newspaper space; (3) 
3,750 trucks carrying banners; (4) 
500,000 counter and window dis- 
plays; (5) mail order catalogs 
“reaching millions of readers”; (6) 
direct mai: to 6,000,000 customers; 
‘and (7) approximately $1,000,000 
in local and network radio time. 


| Weintraub Gets Dubonnet 


Schenley Import Corporation, 
New York, has moved its adver- 
tising account on Dubonnet wine 
and Balzac cordials from Batten, 
Barton, Durstine & Osborn to Wil- 
liam H. Weintraub & Co., New 
| York. 
| paigns in local markets, consumer 
and business publication advertis- 
ing will be scheduled. 


Intensive newspaper cam- | 


~ 
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‘Plugs Dog Anchor 


LeBaron Bonney Compa y 
Newburyport, Mass., has laun 
a national campaign using 
pet and sportsmen’s magazine { 
introduce Dog Anchor, a 
stake topped with a swivel h aq 
which allows the dog a gene 
run while tied. Trade pub 
tions also are being used. 


| 

Joins Devoe & Raynolds 
Roy M. Green, formerly of Reis 

Advertising, has joined the ; ep 
eral merchandising departmer: of 
Devoe & Raynolds Company, ‘Ney 

| York, as a copywriter. 

| 


| - . . 

‘Morris Quits Kittredge 

Philip H. Morris has resigne 

/as vice-president and sales nian 
ager of R. J. Kittredge & Co., labe 

| concern, Chicago. 


Advertising 


Coffee 
Rib Fo 
Patron 


SAN DIEGO 
a while som: 
who is perfe 
ads contain 
adwriter’s f 
practice has 
tisers a bad 
paying off 
vu. S. Grar 
here. 

In 100-line 
heckle San 
three local a 
San Diego 
views on th 
of the Day. 


| 


| 
| 


| 
} 


is just as high today as it was seven years ago. 


Edited for busy people, its columns auto- 
matically attract the executives who initiate 


THEY GET IT IN THE ONLY NATIONAL BUSINESS DAILY 


ECISION makers need up-to-the-minute 
business news daily—not weekly—not 
monthly—but every day. Filling this need, The 
Wall Street Journal has more than tripled its 
circulation since 1940—at $18 per year and 
without special inducements. Its renewal rate’ 


You reach more 


effective advertising 


@ Largest busines 


tion in the wort 


s reporting staff of any 


. ed 
FACTS YOU SHOULD KNO Circulation growth—moré ‘ial See 
t paid February, 1947— Foe 1940 —without any spe 
Ser 000 yr 15.6% of all 
@ Total identified rea : onforms ages (Daniel Starch): a 
ical circulation c wd p Taasain lie 
Geographica? dustrial employment ighest known 
et — general publication. iil 
state by state. “ national business » 


& The on 


and manage industry’s buying, production 
and marketing programs. These decision 
makers are your best prospects. They are the 
men who make or break industrial sales. 


dollar in The Wall Street Journal than in any 
other publication—anywhere. That’s why 


begins with The Wall Street Journal. 


ABOUT THE WALL STR 


of them per advertising 


to business and industry 


EET JOURNAL 
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Coffee Shop Ads 
Rib Food, but 
Patrons Love It 


San Dieco, CaL.—Every once in 
, while some adman finds a client 
who is perfectly willing to let his 
ad: contain whatever strikes the 
adwriter’s fancy. Although this 
practice has given some adver- 
tisers a bad case of jitters, it is 


Advertising Age, April 14, 


Justice pleased with the chef’s 
choice. About pot roasts of beef, 
he says frankly, “For the life of 
us, we can’t see anything out- 
standing in our selection today,” 
and ends up the copy with the 
suggestion, “Better go on with 
your reading, friend, and forget 
we ever brought the matter up.” 

When fried chicken, plantation 
style, was offered, Mr. Justice 
commented dryly, “The plantation 
that goes with this order must be 


yaving off handsomely for the |a good one, judging from the price 
vu. S. Grant Hotel coffee shop | we’re asking.” 


here. 

In 100-line newspaper ads which | 
neckle San Diegans regularly via | 
three local dailies, Preston Justice, 
San Diego adman, presents his 
views on the coffee shop’s “Dish 
of the Day.” Not always is Mr. 


| 
| 


'on their opinions of the ads. 


Despite the fact that the copy 
isn’t complimentary to the U. S. 
|Grant, it gains numerous readers 
who comment frequently by mail 
The 


“Dish of the Day” ads appeared 


/several months before the war! 


and were resumed about 
ago, after Mr. Justice 
from service. 


a year 
returned 


To Harrington & Buckley 


Calso Water Company, San 
Francisco, division of Pacific 
Brewing & Malting Company, pro- 
ducer of Wieland beer, has ap- 
pointed Harrington & Buckley, 
San Francisco agency. Wieland 
beer advertising will continue to 
be handled by C. H. MacDonald, 
Advertising, San Francisco. 


Gets Fruit Account 


Fruit Belt Preserving Company, 
East Williamson, N. Y., producer 
of Apple-Tru, apples in cans and 
jars, has placed its advertising 
with H. B. LeQuatte, Inc., New 
York. Newspapers and radio will 
be used. 


~ 
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Radio’s Popularity 
Retutes Critics, 
Says NBC's Kopf 


New YorkK—Harry C. Kopf, Na- 
tional Broadcasting Company’s 
vice-president in charge of sales, 
last week wrote advertisers and 
agencies, pointing out that radio 
listening during recent months 
had reached an all-time high. 
The record audiences, suggested 
|Mr. Kopf, are the best answer to 
jthe rising tide of criticism of 
'radio, because “the best judges of 
Granat Names Agency | what listeners like to hear are the 
Granat Brothers, San Francisco | listeners themselves.”’ 
manufacturing jeweler, has named During the winter season just 
Merchandising Factors, San Fran- | passed, radio listening reached “as 


cisco, to handle its national ad- | 
vertising. 


Jacuzzi Appoints Cato 

Loren Cato, formerly assistant 
advertising manager of Anglo- 
California Bank, San Francisco, 
has been appointed advertising 
manager of Jacuzzi Bros., Inc., 
Richmond, Cal., manufacturer of 
farm and industrial pumps. 


Joins Helen Edwards 


Harriet Farnsworth, formerly 
advertising production manager of 
the Paraffine Companies, Inc., San 
Francisco, has joined Helen Ed- 
wards & Staff, Los Angeles. 


high a level as has ever before 
| been charted by Cc. E. Hooper,” he 


"Purchasing Agents—Dept. and Gen’ Managers—Oificers. = 


.... on The Welt sareak eee a for Reams n 


L STREET J0 


BROAD STREET 


URNA 


NEW YORK 4, N.Y. 


‘during recent months, 
established programs, such as 
“Amos ’n’ Andy,” have achieved 
| their greatest popularity. 

Other programs that recently 
| surpassed all previous ratings are 


many long 


|Fred Allen, “Truth or Conse- 
|quences,” “Dr. I. Q.,” “Duffy’s 
Tavern” and the “Contented 
| Hour.” 


| Surveys show that most people 
| spend more time listening to the 
| radio than at anything else except 
| working and sleeping, and this, 
|said Mr. Kopf, is evidence that 
| “radio must be serving the public 


| interest.” 


Names Shaw Agency 

Special Formula Chemical Com- 
pany, New York manufacturer of 
Durafab Vinyl sheeting and film, 
synthetic rubber latex, Allitex 
cement, GRS adhesives, lacquers, 
thinners and chemicals, has ap- 
| pointed Shaw Associates, New 
| York, to handle forthcoming ad- 
*, | vertising in business and consumer 
i | publications, supported by direct 
te mail. 


‘s 
S 
* . 


. 
=> 
* 

" 

* 
—e 
a 


different 


mae 


Folks here just 


seem to prefer 


NBC shows 
(and why not!)— 
together with 
the sparkling 
local features 
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Plough Promotes Two 
Plough, Inc., Memphis, manu- 
facturer and distributor of St. 
Joseph aspirin, Penetro products, 
Mexsana, Gets-It, Moroline and 
other products, has promoted 
M. H. Straight from advertising 
control to the new post of sales 
promotion manager. Frank G. 
Morris has been advanced to 


manager of sales and advertising 
control. 


Changes Name 
Consolkdated Optical Company 
Ltd., Toronto, a_ subsidiary of 
American Optical Company, 
Southbridge, Mass., has changed 
its name to American Optical 
Company (Canada) Ltd. 


“ECONOMICS” 
FOR PRESIDENTS 
DUN’S REVIEW 


IN THE TAMPA - ST. PETERSBURG MARKET 


The Census Bureau has combined St. Petersburg and Tampa as one 


Metropolitan Market . . 


of the richest markets in the south. 


. the largest on Florida's west coast and one 


2 out of 5 people in this market 


live and buy in St. Petersburg and these are exceptionally high in 


buying income. 


The effective buying income of St. Petersburg alone 


according to Sales Management figures for last year was $127,447,- 
000.00 Strange as it may seem, the advertiser cannot cover St. Peters- 


burg by using Tampa newspapers 
as 600 average daily circulation here 


Petersburg’s own newspapers 


2 


ST. PETERSBURG, FLORIDA 


No Tampa newspaper has as much 
To sell St. Petersburg use St 


TIMES (M & S) — INDEPENDENT (E) 


Represented nationally by 
Theis & Simpson Company and in Jacksonville by V. J. Obenaver, Jr. 


500 Letters Weekly 
Laud Goodyear’s 
Biblical Program 


New YorK—Since Jan. 26, Good- 
year Tire & Rubber Company has 
been spending about $20,000 a 
week and receiving 500 letters of 
congratulation weekly in return. 

On that date, the rubber com- 
pany launched a virtually com- 
mercial-less radio program, “The 
Greatest Story Ever Told,’ based 
on Biblical stories, and since then 
its offices and those of the Kudner 
advertising agency and American 
Broadcasting Company have been 


kept busy acknowledging’ the 
praises of the clergy, educators, 
and civic, business and_ social 


Goodyear Tire & Rubber Com- 
pany,’ preceding and following 
each broadcast. Goodyear is foot- 
ing a bill on a 52-week contract, 
which calls for $10,900 weekly for 
program expenses and $9,000 for 
time. The program’s Hooperating 
reads 4.4. 

Requests for scripts or tran- 
scriptions of the weekly broadcasts 
have had to be turned down for 
lack of facilities for handling. 
However, the program is being 


|given further airing by the State 


Department, which has had _ it 
translated into Spanish for re- 
broadcast to South America. 


Railroad Film Issued 


organizations throughout the coun- | 


try. 

The program is devoid of either 
product cominercials or institu- 
tional messages, with only a spon- 


sor identification, “The Greatest york Central 


The New York Central System 
has released its postwar version 
of the color film, “New York 
Calling,’ which may now be bor- 
rowed from more than 30 film 
libraries throughout the country. 
It is on 16 mm. film only and 
runs 22 minutes. A list of l- 


' braries handling it and other New 


films 


is available offices from 419 Fourth Ave. 
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reau, New York Central Syste 
466 Lexington Ave., New York 


Cameron Joins L&M Copy 


John F. Cameron, formerly w 
Duane Jones Company and F;, 
eral Advertising Agency, | 
joined Lennen & Mitchell, N 
York, as a copywriter. 


| 


Hom Ograf to Doner 


Hom Ograf Corporation, Ie. 
troit, which has a licensing pyo- 
gram for prefabricated housing 
has named W. B. Doner & Co, 
Detroit, to direct its advertising 
Magazines, trade publications and 
direct mail will be used. 


Unipress Names Walker 

Harold C. Walker Advertising, 
Minneapolis, has been appointed 
to handle the advertising of Uni- 
press Company, Minneapolis, 
manufacturer of laundry presses, 


‘Herald’ Moves Offices 


Christian Herald has moved its 
to 


Story Ever Told, presented by the through the Motion Picture Bu-/| 27 E. 39th St., New York 16. 
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at completely integrated photographic service for the pro- 


_--“ duction of sound motion picture films ... for industry and education. 


, Recording studio, editing, animation, and laboratory facilities . .. 


[ 


for other film producers and photographic departments of other industries. 


Superior 16mm. duplicates with or without optical effects... black 


and white or full color. Write for further information. 


®@ Sound Stage of 8,000 Sq. Feet 
® Recording Studio with Seven Channels 


® Lab Capacity of 112,000 16mm. feet per day 


® Producing films by the 16mm. method 
for 15 years 
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FASIEST, CLEAMEST, 
RUICKESY CaeT 


BOSTON BID—Boston's Mayor James M. Curley last week pressed the switch 

which put into operation this Eversharp Schick Injector razor spectacular (48 

feet long and 29 feet high) on the one-story building at || Providence St. 

A four-second cycle demonstrates the ease and speed with which blades are 

changed. The Biow Co. supervised location and erection of the sign which 

was constructed by John Donnelly & Sons, Boston member of the Standard 
Outdoor Advertising Network. 


Washington State 
Ad Program Stalls; 
Funds Are Refused 


SEATTLE—Failure of the Wash- 


ington legislature to appropriate | 
$340,000 contained in the original | 
budget requests for state adver- | 


tising leaves the state with no 
funds for advertising in 1948 and 
unable to keep its staff to handle 
mail for advertising already 
placed in ’47. 

The only appropriation made 
was $145,000 to cover national 
magazine advertising already con- 
tracted for this year. 

This situation arose from the 
legislature’s action in cutting out 
all funds for the operation of the 
State Division of Progress and 
Industry, which handles the state’s 
advertising. 

With no further legislative ses- 


sion scheduled until 1949, arrange- | 
ments are now being made among | 


private organizations, including 
chambers of commerce, to handle 
mail resulting from 1947 adver- 
tising already booked. E. N. Hut- 
chinson of Western Advertising 
Agency, which handles the state’s 
advertising account, is working 
with the private groups. Hitherto, 
ads have brought an average of 
300 letters a day, and a peak of 
800 letters in a day, requesting 
literature. About one-fourth have 
asked for additional information 
requiring individual reply. 


Emergency Fund Ruled Out 


Explaining the legislative ac- 
tion, Rep. George C. Kinnear, Re- 
publican majority leader in the 
House, said: ‘We believed there 
was merit in some of the re- 
quests of the Division of Progress 
and Industry but that they were 
asking too much money and that 
their needs could be met under 
the $1,000,000 emergency appro- 
briation we were making for the 
governor,” 

But legal advisers of Gov. Mon 
C. Wallgren, Democrat, hold that 
the $1,000,000 is governed by the 
roviso that the money is to be 
Wed to “supplement” other ap- 
ropriation items. Since no ap- 
ropriation whatever was made 
for the Progress and Industry di- 
Vision’s operations, it is held that 
here is nothing to “supplement.” 

In the two years of its existence, 
he Division of Progress and In- 
istry has conducted surveys of 

rist trade, foreign trade zones 
nd taxes, in addition to handling 
«vertising. 


Names Campbell-Ewald; 


Davidson Appointed 

Rockwood & Co., Brooklyn, 
‘colate manufacturer, has 
ed Campbell-Ewald Com- 

New York, to handle its 
vertising. Radio,. newspapers, 
gazines and trade publications 

be used. 

John §. Davidson, formerly 
Federal Advertising Agency, 
been appointed a vice-presi- 

t and account executive of the 

ency, 


Joins Honig-Cooper 


Lore Hislop, formerly in the 


Washington Video 


Challenges N.Y. 


for Leadership 


WASHINGTON — If present plans 
materialize, Washington will have 


operation before the end of the 


lets, to leadership in the field. 

In addition to the DuMont sta- 
tion, WTTG, now regularly on the 
air, the National Broadcasting 
Company will have its station 
completed by June, the Evening 
Star before the end of the sum- 
mer, and Bamberger Broadcasting 


| Service before the end of 1947. 


Estimates of the number of re- 


/ceivers in Washington vary from 


advertising department of Tide) 


Water Associated Oil Company, 
has joined the staff of Honig- 
Cooper Company, San Francisco. 


500 to 1,000. However, RCA 


Victor dealers are placing table | 


| 


| create interest in television. 


four television stations in regular | 


| 
| 
| 


year, a challenge to the claim of | 
New York, with three video out- | , 
| the opening game of the baseball | 
'season between the Washington | 


models on sale April 14 and an-| 


ticipate a rush of customers. RCA 
officials refuse to say how many 


“sizeable” one. Each dealer will 
have two demonstration models 
and “others on the shelves.” 

RCA dealers are starting indi- 
vidual campaigns this week to 
Two 
of them are sponsoring 30-minute 
radio programs and several others 
are using spot announcements and 
500-line advertisements in local 
newspapers. 

The campaign is tied in with 


Senators and New York Yankees, 
which is being telecast by WTTG. 

DuMont Laboratories has 
shipped about 50 receivers 


weeks and reports “increasing 


numbers will be sent to this mar- 
ket.” 


Joins Wilding Picture 


T. H. Westermann has resigned | 
as sales manager of Sutherland | 
to join| 
. , Wilding Picture Productions in an | 
receivers were sent to Washing-| executive capacity, 


Productions, Hollywood, 


ton, but claim the shipment was a | quarters in the New York office. 


to 
| Washington during the past three | 


with head-| 


61 
Prepares Slide Film 


The National Retail Hardware 
| Association has prepared a 15- 
| minute sound slide film, entitled 
|“A 3-part plan for the hardware 
| man,” which includes (1) its mer- 
|chandise promotion calendar, (2) 
‘advertising service and (3) 
| weekly window display service. 
|The film may be obtained upon 
| request by writing the association 
|at 333 N. Pennsylvania, Indian- 
|apolis 4. 


| 
| 


7h 


Your salesmen don't stop at Pittsburgh’s city 
limits. They're routed through the 144 neighbor- 
ing cities and towns to sell all the dealers who 
serve two million of the market's three million 


population. 


Route your advertising the same way, and you'll 


THEY BELONG TOGETHER 
LIKE AN ENGINE AND TRAIN 


dealers—and get maximum sales from your 
Pittsburgh advertising. 


That's easy to do in the Post-Gazette—the 
ONLY Pittsburgh daily newspaper that effectively 


covers both the one million central city folks as 


back up all of your salesmen and all of your 


@ The Post-Gazette has the 
largest circulation of any 


Pittsburgh daily newspaper! e é , 
Conc0entiate (x -ttoburghd 


REPRESENTED NATIONALLY BY MOLONEY, 


well as the two million suburbanites. 


One of Americas Great Newspapers 


REGAN & SCHMITT, 


POST- GAZETTE 


INC.. 
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Save the Tears, Is 
Advice from Washington 

To the Editor: On Page 26 of 
your March 31 issue your Wash- 
ington editor says “retail sales 
have slumped here as individuals 
waited for the blow” —the blow 
referring to the curtailment of 
government employment. On Page 
30 of the same issue there is an 
index of the Federal Reserve sta- 
tistics on department store sales 
which shows Washington with a 
6% increase for the week ending 
March 8 and a 12% increase for 
the week ending March 15. This 
compares with decreases as high 
as 12% in other cities. 

Let’s not start mourning over 
Washington’s sales losses while 
the facts show 12% increases. 

As for the anticipated cut in 


es A Se 


Fate 


federal employment, there was a 
rather marked cut in 1946 but it 
did not particularly affect Wash- 
ington. Throughout the nation one 
out of every five government 
workers was cut off of the federal 
pay roll but in Washington only 
one out of 30 was cut off. The 
exact figures were a 19% drop in 
total federal employment through- 
out the United States but only a 


344% drop for government em- 
ployes working in Washington, 
2. ©. 


Only 11% of all federal workers 
are stationed in Washington, the 
remaining 89% being spread across 
the country. Washington of course 
contains a high proportion of pol- 
icy making and management jobs, 
so on this score, as well as that of 
relative numbers, itis obvious that 
curtailment of government em- 


ment is a reader’s forum. Letters are welcome. 


: ete = 


ployment always affects those in 
the headquarters city less than it 
does those in the field. 
RAOuL BLUMBERG, 
Promotion Manager, Washing- 
ton Post, Washington, D. C. 
793 F 
Questions Reproduction 
of Klan Promotion 


To the Editor: In the Feb. 17, 
1947, issue of ADVERTISING AGE on 
Page 54, there appeared an ad en- 
titled, “K.K.K. An Open Letter 
to the Public,” in which the Ku 
Klux Klan of Franklin County, 
Pennsylvania, indicated that for- 
mer Governor Martin of that state 
had made a thorough investigation 
of Klan activities in Pennsyl- 
vania and stated that no violation 
had been found against the Klan 
there. At the bottom of the ad 


Our lett ear 


1s 


showing... 


ie top left hand “ear” on our front page may say: 


“Get out your overcoat and snow shovel, the 


Fahrenheit’s going to drop.” This in place of the con- 


ventional austerity of “Snow and Colder”. 


Interpretation of barometric gyrations over The Pas 


or Medicine Hat that eventually make Detroit's weather 


is turned over to a Free Press staff man whose duty it 


is to put a bit of lilt in the language of forecasting. 


Just a little thing no doubt, but one of those “‘little 


things” which in their togetherness have made The 


Detroit Free Press tops in circulation among Michigan 


weekday newspapers. 


There is yet no adequate substitute for thinking- 


agility and originality in the production of a good 


readable newspaper. 


The Betroit 


: 


Moe ae ee 


S 


Free Press 


entitled, “Sheets to the Wind,” 
ADVERTISING AGE indicated that 
the ad had originally appeared in 
the Record Herald, Waynesboro, 
Pa. 

This association is at a loss to 
understand the reason for ADVER- 
TISING AGE reprinting such an ad. 
We need not call your attention to 
the Klan’s anti-Negro, anti-Catho- 
lic and anti-Jewish platforms. We 
have always felt that the policy 
of ADVERTISING AGE was one that 
subscribed to the true principles 
of Americanism, but by no stretch 
of the imagination can we see 
how the reprinting of such an ad 
as the one in question would re- 
flect these principles. 

We would sincerely appreciate 
your frank comment on this mat- 
ter. 

Mapison S. JONES JR., 
Administrative Assistant, Na- 
tional Association for the Ad- 
vancement of Colored People, 
New York. 


[Editor’s Note: AA has received 
numerous queries, including one 


or two from the authorities, since 
| Feproducing a Ku Klux Klan ad 
|in the Feb. 17 issue. In general, 
these indicate the questioner’s be- 
| lief that reproduction of the ad 
indicates agreement with the ob- 
| jectives of the ad, or of the KKK. 
| That’s ridiculous. We _ repro- 
'duced the Klan ad because it was 
| “news,” in the same way that the 
|Communist Party ad reproduced 
|in our April 7 issue was “news.” 
| We don’t like either the Klan or 
| the Communist Party; not even a 
|tiny bit. We don’t like any num- 
| ber of things that people say and 
do. But we don’t restrict our re- 
porting activities solely to the 
things and the people we like. If 
we did, we wouldn’t have a news- 
paper. } 

, a 
Wants to Give Dealers 
Ford Motor Story 


To the Editor: In one of the 
early March issues of ADVERTIS- 
ING AGE you had a story about 
the Ford Motor Company. I would 
like to pass some of this informa- 
tion on, either in whole or in part, 
,to some of my friends who are 
| Ford dealers. 
| Of course, I would give full 


_credit to ADVERTISING AGE and 
| Lawrence Hughes, who wrote the 


| article. 


| I would appreciate it if you 


| would give me permission to pass|by the bishop and, by moving 
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Advertising 

out some of this information to myM now, is a 

Ford friends. It will not be usedi ovyered, do’ 

for a commercial purpose; how-M@ jing in a pe 
ever, the writer has at least a Further, 
thousand friends among the Ford .rutiny of 

dealers, and I found this article cates) there 

of such interest that I would likelf ow of squ: 

to pass it on to these dealers | the right 

know so well. Black has p 

A. G. McMILLan, nation to ef 

President, McMillan Company, the position 

Detroit. ad. 

, ee It seems 

Chess Experts Yell, but @ pore, that t 

Glasser Has Defenders had their 


chess autho. 


To the Editor: The enclosed 2 
advertisers 1 


clipping was forwarded to us by a 


chessplayer who was pleased to should do s 
note the interest displayed in thei “P7POS her 
game of chess. We are pleased fm "8° would 
also, to see chess themes depicted Uc? theme 
in advertising. We are more con- aa = 
cerned, however, with the need to t  C 
correct the error in the clipping. ren - 

We do endorse Mr. Glasser’s teview, | 
contention that advertisers who To the 
depict chess themes ought to have ation Gilaan 

: ee to have st 
THE Acghe COMBINATION / situation” 
...TO DO A COMPREHENSIVE JOB ON THE could do a 
ComPlrTe ee oe eee his chess gz 
My first 
board as it 
vertisement 
goes back | 
knight was 
king and 
strengthen 
puts the tk 
| check and t 
ey Re eet Es the white r 

6 oman one will proba 
balance of } 
them approved before pi lication I’m not ° 


|by “someone who kn. vs _ the 
|game.” We cannot agree, how- 
ever, with his correction of the ad- 
_vertisement, “The Right Combina- 
tion.” The situation in that “ad” 
is quite possible under the laws of 
| chess. 

From the illustration, it is clear 
that the black knight is “on the 
move” and yet, as Mr. Glasser in- 
dicates, the white king stands “in 
check” by the black bishop. It 
is true that a king cannot legally 
remain under attack (“in check’) 
|pending the next move by the 
| other side. So the situation would 
|be impossible—except that the 
black knight can be and legally 
must be presumed to have been 
moved from the square between 
the white king and the _ black 
bishop. Thus, the knight itself 
had been blocking off the check 
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now, is administering a hed 
covered, double check” upon the | 


scrutiny of the illustration indi- 
cates) there is at least one more 
row of squares on the board—to 
the right of the bishop — then 
Black has played the right combi- 
nation to effect maximum gain in 
the position, appropriately for the 
ad. 

It seems quite possible, there- 
fore, that the Geyer Publications 
had their ad approved by some 


chess authority. We do agree that 
advertisers who depict chess games 
should do so; but it seems rather 
apropos here to remark that those 
who would publish corrections of 
such themes need a check and 
double-check! 
JACK STRALEY BATTELL, 


Postal Chess Editor, Chess 
Review, New York. 
To the Editor: Apparently 


Allen Glasser, the man who claims 
to have spotted the “impossible 
situation” in an ad’s chessboard, 
could do a bit of brushing up on 
his chess game. 


My first diagram shows the) 


board as it is presented in the ad- 
vertisement. My second diagram 
goes back one move. The black 


publication, but I would like to;on the part of the black con- 
remind you to remind your read-| testant.. . 

king in a perfectly legal situation.|ers that advertising men, while 
Further, if (as a very close|not infallable, usually check ob- 


vious details. You may, if you 
wish, forward this to Mr. Glasser; 
I can continue the argument in 
favor of my chess moves indefi- 
nitely. 

At the same time I would like 
to thank Mr. Glasser. Advertising 
can get pretty sloppy if readers 
don’t keep on the tails of adver- 
tising men. 

Davin LAMPE JR., 

David Lampe Advertising 

Company, Baltimore. 

To the Editor: I knew darn 
well you were going to get some 
comments on the Geyer Publica- 
tions’ “Right Combination” ad 
which appeared in your March 10 
issue. At first it didn’t look right 
to me either. 

However, after a second look, I 
take exception to Allen Glasser’s 
statement (March 31) that it is 
“an utterly impossible situation in 
eness.” . 

If [the contestant whose hand 
is shown] is preparing to move, 
the situation is “utterly impos- 
sible.” If he has just moved from 
any spot other than the black 


knight was interposed between the | square separating the black bishop 


king and bishop. 


In order to|and the white king, the situation 


strengthen his position the white |is “utterly impossible.” 


puts the black king in double 


check and the black can then take}. . 


If, however, he has just moved 
. and moved from the black 


the white rook. The black knight |‘square which separates the black 


will probably be lost, 


but the| bishop and the white king, I claim 


balance of power has been shifted. | that it is not only a possible situa- 
I’m not writing this letter for| tion but also a rather smart move 


|in your March 31 edition. 


WarrEN E. Braco, 

Bureau of Advertising, ANPA, 

Chicago. 

To the Editor: Shame on Allen 
Glasser for calling the chess situa- 
tion depicted in the Geyer Pub- 
lications advertisement “utterly 
impossible” (AA, March 31). 

The situation is not only com- 
pletely possible, but it also must 
come as a terrible shock to White, 
who has obviously been wool- 
gathering. Black has just moved 
his knight from the black square 
between the white king and the 
black bishop, thereby uncovering 
the bishop’s check on the king. 
Furthermore, to make assurance 
doubly sure, Black’s knight is 
about to alight on the white square 
adjacent to the black pawn, plac- 
ing the white king in double check. 
A few moments after this deplor- 
able event, when the white king 
has retired in confusion, White 
will probably lose his rook to the 
black knight and wish he had 
never taken up the game. 

I challenge Mr. Glasser to a 
game with a side bet of two beers. 

GEORGE R. DUNHAM JR., 

Radio Sales, Columbia Broad- 

casting System, New York. 

To the Editor: Without having 
any particular axe to grind, I’d 
like to rise to the defense of the 
layout man whose chessboard 
arrangement was tagged as “im- 
possible” by AMA’s Allen Glasser 
If Mr. 


Glasser will take another look... 
he will see that the player holding 
the black knight could very easily 
have just finished moving from 
the black square between the 
white king and the black bishop. 
Thus, the white king was not “re- 
maining in check,” as Mr. Glasser 
Nows;:..« 
H. A. EGBERT, 
Lavenson Bureau, Phila- 
delphia. 


To the Editor: Undoubtedly | 
other chess players among your | 


|readers have commented about 


Mr. Glasser’s remarks ... The | 
advertisement does not indicate an 
impossible chess situation if it is 
assumed that the black knight has 
just completed a move from the 
black square between the white 
king and the black bishop... 
Looks as though black has “the 
right combination.” 
PERHAM C. NAHL, 

Associate Director of Re- 

search, Needham, Louis & | 

Brorby, Chicago. 


To the Editor: Allen Glasser 
criticizes the Geyer ad... In this| 
criticism the editor presumably | 
concurs. | 

If this is a fair example of the 
chess abilities of the editor or Mr. | 
Glasser, I should be glad to play | 
either or both of them while blind- | 
folded. .. 

Anybody want a game? 
HERBERT DANIELS, | 
Montgomery Ward & Co. 
Chicago. | 


| possible one at all. 
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To the Editor: My attention was 
caught by the letter that Allen 
Glasser wrote you... 

In the interest of more and bet- 
ter chess games, I would like to 
point out to Mr. Glasser that the 
situation depicted is not an im- 
It really shows 
the conclusion of a “discovered” 
check. Of course, Mr. Glasser 
will agree with me that this is a 


|rather technical point. 


CHARLES K. SCHULTZ, 
Tomorrow, New York. 
[Editor’s Note: As soon as the 
marketing news slows down, we 
plan to launch a chess column.] 


cURATE, THOROUGH) 
nC LIPPING SERVICE 


Your ads, your competitors’ 
and dealers’ ads, news, pic- 
tures, editorials ... from 5,000 
magazines and newspapers. 
Publication name, date, and 
circulation attached to each 


165 Church Street, New York 7,N.Y. 


~ 


ay 


Now, when The Voice of St. Louis” speaks 


ooo NEW THOUSANDS LISTEN! 


combined!’ 


to more listeners in Mid-America than ever before. 


From a new 470-foot tower —located at a far more strategic site—KMOX’s new 


50,000-watt transmitter now wings the powerful clear-channel “Voice of St. Louis” 


Until an exhaustive audience study has charted KMOX’s voyaging voice, 
no one can set the exact boundaries of our new territory. But this we know: 

Throughout its former 62-county Day-Night Primary Area,* KMOX delivered 
a billion dollar retail market . . . commanded the largest audience during more 


quarter-hour periods throughout the week than all other St. Louis stations 


Now...KMOX’s half-millivolt line embraces 25% more radio homes in a 
39% larger area! So, for a clear-channel to hundreds of thousands of old—and 


new —listeners, call us or Radio Sales and have “The Voice of St. Louis” speak 


for you. 
The Voice of St. Louis - 50,000 Watts - Columbia Owned KM 0X 


REPRESENTED BY RADIO SALES, THE SPOT BROADCASTING DIVISION OF CBS 


WITH OFFICES IN NEW YORK, CHICAGO, LOS ANGELES, DETROIT, SAN FRANCISCO, ATLANTA 


*CBS 7th Series Listening Area Study 
11946 CBS-KMOX Listener Diary Study 
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Radio Writers Guild 
Authorizes Strike 
of 4 Major Webs 


85°% of All Scripters 
Would Quit Jobs 
‘At Any Time’ 


New York — Meetings of the. 
Radio Writers Guild in New York, | 
Chicago and Los Angeles last) 
week voted 50 to 1 in favor of! 
strike action against the four ma- | 
jor networks because of their 
“blunt refusal to negotiate con- 
tracts on behalf of free-lance | 
radio writers.” 


day notice of intention to strike 
with the Secretary of Labor. 


the radio writers. 
work executives suggest that 85% 

would be a closer figure, they ad- | 
mit a_ strike would seriously | 
cripple programming, and _ that | 
they would have to find substi- 

tutes for all drama and continuity | 
shows which generally are 
scripted only about a week in ad- 
vance. 


Expect No Stoppage 


Trade commentators, however, 
believe the webs will agree to| 
contracts for the guild’s free- | 
lance writers and expect no in-| 
terruption in programming. 

The guild says that without | 
contracts, the free-lance writers, 
who number four-fifths of the | 
radio writers, have no control of 
the shows they write, and have no 
guarantee of extra pay if the 
shows are rebroadcast, sold 
Hollywood or in other ways make 
money for the nets after their in- 
itial broadcasts. 

Furthermore, says 
advertising agency officials agree 
that free-lance writers are en- 
titled to the protection of con- 
tracts. 

The networks, 


to | 


the RWG, 


on the other) 


hand, have repeatedly maintained | 


that free-lance writers are con- 
tractors and not employes and 


consequently their work is not a} 


proper subject for a union con- 
tract. 


Eight Appoint Seelig 
Seelig & Co., St. Louis, has been 
appointed to handle the adver- 
tising of Jas. 
Coffee Company, 


H. Forbes Tea & | 
Landers-Pear]l- | 


man Fur Company, Odara Prod-| 


ucts Company, Federal Textile 

Company, Americlean Company, 

Lee Eye Glasses Company, Uncle 

Hank, Inc., all in St. Louis, and 

Little Ozark Plant Farms, Cob- 

den, Il. 

| ae re oP ee! and ear | 
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PROMOTION 

| Guild 
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NEWSPAPER PROMOTERS—Shown at NNPA Monday luncheon last week in 

Chicago are (left to right) Belden Morgan, promotion manager of the Hartford 

Courant; Frank Hubbard, assistant to publisher, Gary Post-Tribune, and John P. 
Baker, promotion manager of the St. Louis Post-Dispatch. 


Hamilton to Ellington 


| Robert F. Hamilton has joined | 
: : _| Ellington & Co., New York, as) 
The guild will file the legal 30 | media director. Mr. Hamilton was | 
| formerly 
; __ | Geyer, 
The guild claims a membership | buyer for Warwick & Legler, and 
of 1,500, which represents 90% of| A. Asch, Inc., and assistant space 
Although net-| buyer for Young & Rubicam. 


media director 
Cornell & Newell, 


for} 
space 


Open New L. A. Agency 


Jack Lynah has resigned from 
John D. Roche, Inc., to open a 
new agency with James E. Lint- 
ner, with main offices at 610 S. 
Breadway, Los Angeles, and 
radio division at 8838 Sunset 
Blvd., Hollywood. The agency 
will be known as Lynah-Lintner. 


Daylight Saving 
‘Platters’ Okay, 
FCC Tells Nets 


WASHINGTON — An amendment 
| to the FCC rules last week cleared 
i\the way for networks to tran- 
'scribe their programs during the 
|daylight savings period so that 
| they may continue to be heard at 
the customary “clock hour” in 
areas where standard time is ef- 
fective. 
| Based on experiments by ABC 
‘and Mutual last year, the amend- 
|ment permits the delayed re- 
broadcast during the daylight sav- 
|ings period, if the off-the-line re- 
cording is made by the network 
itself for re-use one hour later in 
standard time areas. 

FCC granted the blanket ex- 
ception after ABC and Mutual re- 


turned this year for a “waiver” | 


of the commission rules requiring 
frequent identification on tran- 
scribed broadcasts. 

The commission agreed that re- 
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peated announcement that such 
|programs have been transcribed 
| would be burdensome to the 
|broadcasters and the listening 
|public. It said a general amend- 
ment to its rules “would be more 
expedient” than separate, annual 
waivers. 

Stations using delayed broad- 
casts during the daylight savings 
period will be required to make 
an appropriate announcement at 
least once a day between 10 a.m. 
and 10 p.m. Networks transcrib- 
ing programs for delayed broad- 
cast must report to the commis- 
sion. 

No hearings were necessary on 
the proposals, FCC said, “inas- 
much as this order relieves a re- 
striction.” 


Thornburgh Adds Job 


Richard A. Thornburgh, assist- 
ant managing editor of the Phila- 
|delphia Inquirer, in addition to 
‘his regular duties, has become 
| coordinator between the news- 
/paper and WFIL, its radio sta- 
tion. 


me, 


Ta April Country Gentleman launches an exciting 
series of stories that rural America will take to its heart. 
Stories of families as warmly human as only real-life 
stories can be. 

Through this series our readers will share with one 
another the trials and triumphs of life on the land. They 


will see themselves—as they are, or want to be. 


And through the series they will see something else: 
That the end product of farming is something more than 
efficient production. It’s better living. A richer life. 

The families in this series are extraordinary only to 


4. MRS. SAWYERS stresses careful meal- 
planning for family health. A good home- 
maker, she’s also active in church and com- 
munity work. Regularly entertains her club. 


my OR 
atts 
shy Ss 


made $60 a 


wins County Fair prizes in baking, canning. 


hod 


BOX 


5. SCOTT, 
Missouri U. 
a State farm-shop award. Last summer he 


10. NO WOOD or coal here. 11. “EVENING,” says Mrs. Sawyers, “is the 
The Sawyers’ kitchen is as modern as you'll — best time of day.” 
see. Carolyn loves this efficient “workshop,” 


these impromptu musicales with the children, 


topped off, 


close to the soil . . 
close-knit family life. 


Presenting 


the extent that they typify those qualities of people 
. ingenuity, industry, faith, and a 


This first unposed portrait is that of the Sawyers, a 


Country Gentleman family on R.F.D. #2, Maryville, 
Mo. Burned out in 1938, they lost almost everything. 


Yet today they are leaders in their community, have 


built a life that will inspire many another family. 
To see what is in the hearts and minds of the people 


of rural America, begin with this story of the Sawyers 


JR., 18, is ag.-eng. student at 
A whiz with machinery, he holds 


day with his dad’s combine. 


A fine pianist, she enjoys 


maybe, with a family “‘sing.” 


from Country Gentleman for April. 


6. CAROLYN, 15, attractive, bright, net 
ted close to $500 last year on her 4-H proj 
ects. Has college on her mind, wants to ear! 
most of her own way. 


12. EVENI NG’S ALSO a good time for read 
ing, 
The Sawyers’ living room is a mighty © 
family gathering place when day is done 


studying and planning for the futur 
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lis- DISCUSSING NEWSPAPER RESEARCH—Pierre Martineau and M. T. Reilly of 

the Chicago Tribune, at left, seem to have no argument here with Robert Dale 
on of the Press, Carthage, Mo., and (right) Ted Guth, Pittsburgh Sun Telegraph, 
as. at the NNPA convention. 


™ Joins Selvage & Lee 'KTYW Becomes KIMA 


Samuel B. Bledsoe, formerly as- | 


yme dustrial public relations counsel. casting Company. 


Station KTYW, CBS affiliate in 
sistant vice-president of the Wash-| Yakima, Wash., has changed its 
ington office of the National As-| call letters to KIMA. The station, 

ist- sociation of Manufacturers, has| which operates with 500 watts, 

ila- been appointed head of the Wash- | full time, on 1460 kce., is owned 
to ington office of Selvage & Lee, in-| and operated by Cascade Broad- 


Wool Firm to Export 


American Woolen Company, 
New York, has appointed the 
| Drake America Corporation as 
_ sole export representative. This 
|is the woolen company’s first ar- 
|rangement for foreign sales rep- 
| resentation. Drake America is as- 
| sociated in the appointment with 
'Berglas Bros., worldwide woolen 
| textile specialists. 


| Issues Training Booklet 


| Squirt Company, Beverly Hills, 
Cal., has published the first in a 
pen of route salesmen’s training 
| booklets, entitled “Selling Is a 
| Cinch,” which will be sent to all 
'Squirt bottlers. The booklet is 
| written in a 
humorous illustrations to point up 
the copy. 


Appoints Alberti 


Jules Alberti has been appointed 
|radio producer by Byrde, Richard 
|& Pound Advertising Agency, New 
| York, for Maytag Atlantic Com- 
|pany’s new radio program, ‘“Pat- 

terns in Melody,” which is heard 
over Station WNBC, New York, 
| 7:30-7:45 p.m., EST. 


light vein, with | 


Canada Dry Uses 
Licensing Policy 
on Soft Drinks 


New YorkK—Canada Dry Gin- 
ger Ale, Inc., will broaden its 
licensing program to include the 
|complete line of carbonated bev- 
|erages, a new policy which will 
complement the company’s al- 
ready established program of ex- 
pansion through construction of 
company-owned plants, R. W. 
Moore, president, has disclosed. 


Mr. Moore reports has been a 
successfully licensed beverage, 
Canada Dry will offer to licensees 


troduced in 1906; Canada Dry 
Water, which it claims to be the 
largest selling club soda in the 
country, and Hi-Spot, a lithiated 
lemon beverage which has been 
introduced in test markets during 
the past four years. 

| Explaining that since 1936 the 
| company’s basic program has been 


In addition to Spur cola, which | 


Canada Dry ginger ale, first in-| 


Vane: ee he ae _ ET paca 
1 WHEN THE SAWYERS were burned 
out, this house was bought in town for $600, 
dismantled, moved to the farm, reassembled 
with help of neighbors. Total cost, $1550! 


- % a * <= 
7. JIMMY’S 12, and can already handle a 
tractor. Under his dad’s coaching he’s done 
well with his 4-H livestock projects, has put 
the profits in his own bank account. 


t. net 
1 pro) 


to ear! 


turn to Country Gentleman 
for Better Farming, 
Better Living 


or read 
future 
tv col 


pne 


2. SCOTT, SR., grossed $20,000 off his 300 
acres last year. Finds time to serve on his 


church board, Farm Bureau, Aberdeen-Angus 
association... and to play with the kids. 


8. BABY JANET is 15 months old. You 
can be pretty sure she won't be spoiled. 
But—at the Sawyers” the children are the 
center around which the family life revolves. 


a New Series of Living Portraits - 


9. THE SAWYERS 


“You have to eat good to farm good,” says 


Grandpa. Mealtime is 
it out,” weave their li 


3. “IF YOU CAN’T fatten a hog to 250 lbs. 
in six months,” says Mr. Sawyers, “there's 
something wrong.” Chester Whites, scientifi- 
cally raised, are the basis of his hog profits. 


set a good table. 


when the family “talk 
fe and work together. 


to increase the number of manu- 
facturing centers, in order to make 
its complete line of products more 
readily available to all consumers 
at popular prices, Mr. Moore de- 
clared that the new policy has 
been in preparation for some time, 
but was withheld awaiting the 
return of more normal sugar sup- 
plies and the easing of the ma- 
chinery shortage. 

Any territory in the country 

will be open for licensing, except 
those areas where Canada Dry 
has plants now operating or under 
/construction. Licensee bottlers 
will be granted exclusive terri- 
tories and will operate under 
established procedures of quality 
|control. They will receive tech- 
nical, merchandising and adver- 
tising assistance and guidance 
|'from the company’s U. S. license 
department at 100 E. 42nd St. 
here. The new policy is not ex- 
pected to affect Canada Dry’s ad- 
vertising appropriation. 
The new program “involves no 
| change in fundamental policy, nor 
does it conflict with our program 
of operating our own plants in 
major market centers,’ Mr. Moore 
said. 


| 
| 
| 
| 
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House & Leland Agency 
| Appointed by Four 


| Timber Structures, Inc., Port- 
/land, Ore., manufacturer of pre- 
| fabricated homes and rafters, has 
| launched its first advertising since 
| the war, through House & Leland 
| Advertising Agency, Portland. 
Copy is appearing in trade pub- 
lications and building magazines. 
Tentative plans call for news- 
paper and magazine advertising 
later. 

The agency also has been ap- 
pointed to handle the advertising 
of Skookum Company, Portland, 
manufacturer of logging equip- 
ment; Archer Bakery, Vancouver, 
Wash., and Morning Fresh 
Bakery, Boise, Ida. 


May We Suggest . . 


Now is the time to employ our counsel 
and services to insure best acceptance, 


maximum use, consistent results. 


We are a Display Agency and 
cooperate fully with your advertising 
agency to "Pipe-in” the force of national 


advertising. 


36 Pages ... 420 Pictures 
«+ an Exhibit of Perform- 
ance. Write for a copy of 
it Today on your business 
letterhead. 


Interview with Principals + No obligation 
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: JWT its advertising. Campaigns will 
Appoints be prepared by the agency’s mo- 
Benedict Bogeaus Productions,|tion picture department in Los 
Hollywood, has appointed J. Wal- | Angeles in cooperation with the 
ter Thompson Company to handle | New York office. 


Around! 


Your best sales repre- 
sentative in Alabama is 
WSGN because we get 
around both in town 
. And 
you need a lot of hands 
to equal WSGN’s sales 


coverage in this area. 


and country . . 


Examine the latest au- 
dience preference sur- 
veys — you'll see that 
with the all-day (8 A. 
M. - 6 P. M.) listeners 
WSGN Alabama’s 


leading station! 


is 


ALABAMA'S BEST BUY FAR! 


HE NEWS -AGE HERALD . STATION: 


BIRMINGHAM 2, ALABAMA 
Represented Nationally By Headley-Reed 


Seattle Starts 
Drive Boasting 
Port Facilities 


SEATTLE—Anticipating action by 
other West Coast ports to place 
their charges for cargo handling 
on a parity with those of Seattle, 
the Port of Seattle has launched 
a national advertising campaign 
to run through the remainder of 
the year. 

The campaign will highlight the 
geographic advantage of Seattle 
as the nearest major Pacific Coast 
port to the Orient. ‘‘With heavily 
increased operating costs a serious 
problem, ship lines will be more 
than ever interested in time sav- 
ing of several days by way of 
Seattle,” according to J. A. Earley, 
secretary of the Port of Seattle 
Commission. 

The campaign was undertaken 
shortly after port authorities in 
other coast shipping centers, re- 
sponding to Seattle’s announce- 
ment that it would cut its charges 


|for cargo handling to those of 


| to bring their rates for handling 


other coast cities, agreed instead 


cargo up to those of Seattle. 

Copy is being used in eastern 
business dailies,’ business papers, 
some general magazines, and some 
Northwest dailies. Wallace V. 
Mackay Company, Seattle, is the 
agency. 

As part of the campaign to 
build up the Port of Seattle, Wal- 
lace J. Mackay, a member of the 
Mackay company, will handle 
public relations for the port be- 
ginning May 1 and will intensify 
efforts to keep trade and na- 
tional publications abreast of port 
developments. The Port of Se- 
attle Authority now _ operates 
slightly over half the city’s water- 
front. 


Gunderson to Kastor | 

Lyle Gunderson, formerly with 
J. Walter Thompson Company and 
J. R. Pershall Company, Chicago, 
has joined H. W. Kastor & Sons 
Advertising Company, Chicago, as 


production manager. 


favertising . 


Al 


Advertising Age, April 14, J9 


Chemical Firm Launches 


Cristy Drygas Campaign 

The Cristy Chemical Corpora- 
tion, ae Mass., will launch 
next month W 52-week campaign 
for Cristy Drygas, a chemica] 
compound said to prevent freezing 
in automotive fuel systems. Full 
pages will break in May issues of 
Jobber Topics, Motor Age, Super 
Service Station and Canadian Ay- 
tomotive Trade. The full page 
schedule will continue in Jobber 
Topics, but will drop to island 
half-pages in the other three. The 
company is working also on 4 
— newspaper and radio sched- 
ule. 

Doyle, Kitchen & McCormick. 
New York, handles the account. 


Lockheed Appoints 


ARSHALL ADAMS 
Bert W. Holloway has been 
named sales development man- 
ager of Lockheed Aircraft Corpo- 
ration, Burbank, Cal., succeeding 
Roy Campbell Jr., who has joinedi AS THE Ab 
the staff of Foote, Cone & Belding, Mullins Mfc 
Chicago. Mr. Holloway will bell Association 
in charge of advertising, publicity, Batchelder, 
sales promotion and market re-9J CENTER: (I. 


search, 


INDUSTRIAL EQUIPMENT MEWS 


ae teowenet reeve Raremacs 


CCA 


Only $95 to $102 a month to place an advertisement 


for an industrial product in Industrial Equipment 
News . 


and buyers 


. the spot where more than 52,000 specifiers 
the larger plants in all industries 
regularly look for their current requirements. 


for 


Details? Ask for “The IEN Plan" 


INDUSTRIAL EQUIPMENT NEWS 
Thomas Publishing Co. 


461 Eighth Ave. New York (1) N.Y. 


| T E R R €E 


SALES OFFICES 


all over the country are not what 
you would really call “ 
They are more like “expediters,’ not 
for Thomson Symon, but for their 
many customers who need someone 
to assume responsibility for the pro- 
duction and delivery of 24-sheet pos- 


ters in quantities from 10 to 1,000. 


THOMSON 


IN NEW YORK e 


Others of ¢ 
tising mana 
American V 
advertising 


who turns the heat on Thomson Symon production 


departments from up around the Cleveland Market 


... Lats whe he tat 


@ Thomson Symon representatives 


salesmen’... 


n" AU FT: &, 


CLEVELAND « $7. LOUIS 


... well, he’s the man 


Sometimes we wonder whether 
George is in there pitching for 
Thomson Symon or whaihian he’s 
really thinking first and foremost of 
his numerous accounts around 
Cleveland. Whichever it is, it works 
out all right because in doing a good 
job for us he’s also doing a good job 


for a lot of agencies and advertisers. 


DISPLAYS tind, 


SYMON CO. 
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ARSHALL ADAMS 


Others of the 350 attending the ANA sessions include, AT LEFT (left to right) James P. Smith, adver- 
tising manager, finished goods division, Burlington Mills Corp.; Charles Rice, public relations manager, 
American Viscose Corp.; Lesley Browder, advertising manager, Dan River Mills, and N. C. Thayer Jr., 
advertising manager for Burlington Mills.. CENTER: (left to right) Ward Maurer, director of adver- 


AS AD PROBLEMS CROPPED UP—Present and future ad problems were subjects of many an informal 
discussion such as these: LEFT: (left to right) William Walrath, advertising manager, Minneapolis- 
Honeywell Register Co.; Ben Duffy, BBDO; Don Couch, vice-president in charge of sales, American 
Radiator & Standard Sanitary Corp. SECOND GROUP: (left to right) Neil Powter, president of the 
Association of Canadian Advertisers; Athol McQuarrie, general manager of the ACA, and J. G. 


ANA Conferees Discuss Ad Problems at 


AS THE ANA MEETS IN CHICAGO—Marshall Adams, advertising and sales promotion manager, 
Mullins Mfg. Corp., presiding at a panel discussion during the 38th annual spring meeting of the 
Association of National Advertisers at the Drake, Chicago, April 7-9. Seated at the right are, E. T. 
Batchelder, ANA secretary, and Tom H. Young, director of advertising, United States Rubber Co. 
CENTER: (left to right) E. M. Odgers, assistant sales manager, Coopers, Inc.; Frank R. Hawkins, adver- 


Wildroot. 


38th Annual 


~y 


tising manager, Libby-Owens-Ford Glass Co.; George A. Taylor, assistant advertising manager, Plaskon 
division, Libby-Owens-Ford; Dean W. Bacon, advertising manager, Coopers, Inc., and John Northway, 
Coopers’ sales promotion manager. RIGHT: (left to right) Walter Houghton, assistant advertising 
manager, Calvert Distillers Corp.; Ed Guttenberg, Calvert's advertising manager; Murray Koft, 
Seagram-Distillers Corp.; Paul Godell, vice-president, Arvey Corp., and Bill Carmichael, Arvey Corp. 


Spring Meeting in Chicago 


tising and merchandising for Wildroot; John Miller, sales promotion manager for Koroseal; C. D. 
Barradale, advertising manager, Bennett-lreland, Inc., and Bob Schwart,, executive vice-president for 

RIGHT: (left to right) Cy Norton, ANA; Harold B. Wilson, Hammermill Paper Co.; 
Frances Swadener, A. B. Dick Co.; Tom Young, U. S. Rubber, and Larry Hagaman, The Menge! Co. 


Hagey, advertising manager for the B. F. Goodrich Rubber Co. of Canada, and a director of ACA. 
THIRD GROUP (left to right): Norton Brotherton, assistant to the president, Argus, Inc., discusses the 
meeting with Hugh Hitchcock, director of advertising and public relations for Packard Motor Car Co., 
and W. B. Potter, director of advertising operations for Eastman. 
Pepsi-Cola Co., New York; Hal M. Chase, Schenley Distillers, and Lin Bagley, J. A. Folger & Co. 


EXTREME RIGHT: Al J. Goetz, 


AFA Completes 
Guide to U. S. 
Ad Courses 


New YorK—The Advertising 
Federation of America has pub- 
ished a comprehensive “Directory 
i! Advertising and Marketing 
Education in the United States,” 
repared under the direction of 
Alfred T. Falk, director of the 
Federation’s Bureau of Research 
nd Education. The book costs 
$2.50. 
The only previous work of its 
nd, the AFA says, is the 1931 
Survey of Collegiate Instruction 
Marketing and Advertising,” 
prepared by the AFA re- 
“] farch bureau. 


' The new directory contains a) 


tailed listing of the courses in 
ertising, marketing, selling, 
tailing, and other subjects in 


ELES 


the field of commodity distribu- 
tion, offered by all the degree- 


granting colleges and universities, | 


together with a compilation of 
|correspondence courses in these 
|subjects available through uni- 
|versities and private home study 
ischools, and aé_ description of 
|courses offered by local advertis- 
ling clubs. 


Lists 796 Schools 
| A total of 796 colleges and uni- 


versities are listed, including all | 


institutions in the United States 
and its territories which grant 
|standard degrees, “excepting only 
those purely professional or highly 
technical schools which offer no 
liberal arts or business courses.” 
The AFA study reveals the fol- 
|lowing trends: 
(1) The number of collegiate 


|institutions offering at least some | 


|subjects directly related to com- 
|modity distribution has increased 


(by 80% in 15 years, from 291 in 
'the 1931 survey to 524 in the cur- 
rent directory. 

(2) The number of colleges and 
universities covering at least the 
main essentials of advertising has 
risen 58% in 15 years, from 168 to 
266. 

(3) The number of colleges and 
universities giving what the AFA 
considers adequate coverage of 
the whole subject of advertising 
has risen 156%, from 16 to 41. 

(4) The number of class hours 
per semester devoted to subjects 
related to commodity distribution 
in all schools combined has risen 
131%, from 86,862 to 200,480. 


Joins Jesse French 


Bernard J. Flood, former music 
arranger for U. S. Army Air 
| Corps bands, has joined the sales 
department of the Jesse French & 
Sons piano division of H. & A. 
Selmer, Inc., Elkhart, Ind. 


Swiss Tourist 
Office Schedules 
$60,000 Campaign 


New YorK—tThe first major 
|postwar advertising effort of the 
| Swiss National Tourist Office will 


break late next month in news- | 


paper and magazine copy stress- 
ing travel in Switzerland. 

Between 
will be appropriated for the cam- 
paign, which will continue into 
June, shrink during the summer 
months, and resume in intensity 
next fall. 

Insertions of 200 lines will ap- 
pear in about 17 U. S. newspapers 
on the eastern seaboard and Pa- 
cific Coast, and in the Montreal 
Gazette, Montreal Star and To- 
ronto Star-Weekly. 

Consumer magazines tentatively 


scheduled for small-space copy 


$60,000 and $70,000 | 


are Atlantic Monthly, Fortune, 


| Harper’s, Harper’s Bazaar, Holi- 


day, National Geographic Maga- 
zine, Newsweek, Promenade, Sun- 


|set, The New Yorker, Town & 


Country, Time and Vogue. Travel 
publications tentatively on the list 


,are Steamship & Airways Guide, 


Travel Age and Travel Trade, and 
educational magazines tentatively 
scheduled are Grade Teacher, In- 
structor and Scholastic. 


Maxwell Dane, Inc., is the 
agency. 
Fairbanks Moves 


Jerry Fairbanks Productions of 
Hollywood has moved its New 
York offices from 18 E. 48th St. to 
292 Madison Ave. 


‘Bulletin’ Changes 
Effective April 27 the Philadel- 
phia Bulletin will distribute This 
Week Magazine with its Sunday, 
instead of Saturday, editions. 
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merchandising writers. 


» 
» 


vehicle promotion material, 
to plan and create 
vise work to final production. 


Age range: 30 to 45 years. 


require residence in Detroit. 


marital status. 
Street, Chicago 11, Illinois. 


Starting salaries in 
men whose records prove their professional qualifications. 


TOP-FLIGHT PROMOTION 
WRITERS WANTED WOW 


A leading national advertising agency, with long record of 
success in widely diversified fields, has immediate openings 
in its Detroit headquarters for two exceptional promotion and 


Requirements: Major experience in creating and writing automotive 
including all types of literature. 
campaigns; participate in client contact; 


Ability 
. Super- 


$8,500 bracket to 
Positions 


Please give complete information as to experience, education, age, 
Address Box 6689, Advertising Age, 100 East Ohio 


proven record. 


Answer only 
ability to handle this job. 


absolutely 


PRODUCTION MAN FOR LARGE 
NATIONAL ADVERTISING AGENCY 


A leading national advertising agency, with long record of sue- 
cess in widely diversified fields, has immediate place in its 
Detroit division for unusually capable production man with 


This is exceptional opening for a man who is accurate and has 
the ability to follow through and get things done. 
familiar with typography, engravings, and all types of printing. 
if your record 


Must be 


demonstrates your 


Write, stating background, experience and salary expected. 
Address Box 6690, 100 East Ohio Street, Chicago 11, Illinois 


IF YOU,ARE THIS MAN... 


If you are an experienced and capable 
space sales manager or successful 
space salesman in the industrial pub- 
lication field, now free or desirous of 
making a change. . 


If you can do a two-fisted selling job 
and also have the dynamic personality 
to inspire and work with salesmen in 
the field (''missionaries'' or ‘'good 
fellows'' not wanted) : 


If you are sparked by the sense of 
achievement in getting business and 
can do a big week's work in 5 or 6 
| ane 


If you want to engage in a fast-mov- 
ing, eoraptinaiiti billion dollar indus- 
WY «> 


Then there is an Eastern open- 
ing with high earning possibilities in 
the radio-electronic field, with the 
largest publishing house of its kind. 
You must have experience in selling 
industrial advertising. Give complete 
background in first letter. State earn- 
ings required and when available. 


Box 6693 
Advertising Age 
100 E. Ohio Street, Chicago 11, Ill. 


COPYWRITER: 


We are not an advertising 
agency, but on a special job we 
employed an experienced agency 


His 


now finished. If you are looking 


copywriter. assignment is 


for a good copywriter who has 
(and 


salary, 


earned deserves) a_ five- 


figure we would like to 
put you in touch with him. 
Box 6694, ADVERTISING AGE 
330 W. 42nd Street 
New York 18, N. Y. 


FILMS — TELEVISION 


Leader in non-theatrical 
and distribution, age 39, experienced in 
television, served largest agencies and 
industries, seeks N. Y. connection leaving 
half time for non-competing activity 


Box 6696, ADVERTISING AGE 
330 W. 42nd Street, New York 18 N. Y 


film production 


ARTIST WANTED 
Advertising office and work 
Details open 
part time occupancy. 
GS | Art Student can add to compensation 

Box 6692, ADVERTISING AGE 
100 E. Ohio Street, Chicago I! 


has 
artist 


agency 


for commercial for 


discussion Full or 


INinols 


ADVERTISING AGENCY 


COPYWRITERS 


One of the 
+ J ies has e i 5 J 
perienced copywriters. 


COPY CHIEF 


This man must be thoroughly sea- 
soned, have had wide experience 
on diversified accounts using all 
media. Must be able to create 
sound ideas and programs, and 
to supervise their development 
into complete campaigns. Previous 


Mid-West’s largest 
for two ex- 


agency experience highly desir- 
able — radio and outdoor back- 
ground of less importance than 


space writing. Must have execu- 
tive ability to head department 
and train junior writers. 


COPYWRITER 


Either man or woman, with good 
background of experience in news- 
paper, magazine, trade paper, 
catalog and direct mail writing 
and production. 


Both positions open immediately. 
Splendid opportunities, fine work- 
ing conditions, salaries open. 
Write fully, sending samples. 


R. J. POTTS-CALKINS & HOLDEN 
215 W. Pershing Road 
Kansas City 8, Missouri 


ADVERTISING AND 
SALES PROMOTION 
MANAGER 


We are seeking a 
man for an industrial ad- 
ising managership. He 
will be well-versed in mod- 
narketing methods of 
steel and of fabricated steel 
: He will be promo- 


rd 


seasoned 


etter, 
requirements All 
unications will be held 


trict confidence 


FULLER & SMITH & ROSS INC. 


iSO! Euclid Avenue, Cleveland 15, Ohio 


|edge of media, 


| featuring 


Advertising Age, April 14, 1947 


RATES: 60c per line, minimum charge $3. Cash with order. Figure bold face heads (maximum two lines) 


25 letters and 
Thursday noon, 11 days 


HELP WANTED 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago. 
COMMERCIAL ARTIST 
Attractive opportunity for versatile 
artist and layout man. Small, well-! 
established agency in stable Central 


Ohio city of 45,000. Business has | 
excellent sixteen year record of 
steady employment. Salary com- 


mensurate with ability and experi- 
ence. You will like the business, 
the people and the town. We ex- 
pect you to come and stay 

Box 8863, ADVERTISING or 

100 E. Ohio St., Chicago Til. 
WANTED — Experienced aii ad- 
vertising man capable of laying out 
newspaper ads. If you are not satis- | 


| Automotive replacement parts 


spaces per line; light body face 34 per line. Box numbers add two lines. Copy deadline 


date. Display classified advertisements take card rate of $9 
per column inch. Regular card discounts on multiple insertions and space over 5 inches apply on display. 


POSITIONS WANTED 


SALES PROMOTION AND 
ADVERTISING MANAGER— 
32, Married, 1 child. 7 yrs. 
& Sales Prom. Mer. of well Known 
mf’r. 
Supervise complete merchandising 
program. Desire permanent location, 
Box 8866, ADVERTISING AGE, 
330 W. 42nd St., New York 18, N. Y. 
REPRESENTATIVES \ WANTED 


Space representative wanted in NYC 
and 150 mile radius, by established 
Business Paper Publisher. Job will 
require 
for a novice, has-been or loafer. 

Principal potential this area is on an 
audited National established 1915 

Another National established 1906 


and a Regional established 1919 ot gS Fe AVAILABLE 


Prefer to 
and bonus. 
possible pertinent | 


attention. 
expenses 
all 


limited 
Salary, 
give 


quire 
offer 
Please 


fied with your present position, here | aakee and telephone number in first 


is the opportunity you’ve been wait- 
ing for, 
tising agency. Write at once giving 
age, experience, salary desired. 
JESSOP ADVERTISING CoO., 
_ 2100 Tower Blidg., Akron 8, Ohio 


~ ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St. Har. 2063, Chicago 
SPACE REPRESENTATIVE 
for quality publication in Midwest. 
The man we seek must be of high 
calibre, well respected in the adver- 
tising field, have a thorough knowl- 
good agency contacts 


jand ability to command attention. 
State fully, experience and accom- 
plishments, earnings and basis on 


which you would prefer to work. All 
replies will be held in strict confi- 


dence. 
Box 8882, ADVERTISING AGE 
Ohio St., Chicago 11, Ill. 


100 E. 

ADVERTISING AGENCY 
COPY AND CREATIVE MAN 
Established Chicago agency with 

tremendous growth in past 

years having substantial national 
accounts. Must have good agency 
creative and copy background, Drugs, 
food, farm account experience nec- 
essary. This is a top job with top 
salary for a top man. Your creative 
abilities will be quickly recognized. 


Our personnel know about this ad. 
Write fully. 
Box 8883, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ARTISTS—VISUALIZERS —Seasoned 
men and women to work on national 
accounts by long-established, highly 
regarded Washington agency serv- 
ing prestige industries only. The 


successful applicants will be imagi- | 


native, creative and have unusual 


with an established adver- | 


| lished 


five | 


creative skill and experience in lay- | 


out and finished work. 
ciates will 


Your asso- 
be self-respecting, con- 


genial teammates who have a whole- | 


some respect for 
and this agency which 
an outlet for self-expression plus se- 
cure future. Ability to work with 
others while getting things done on 
your own rates high in our require- 
ment. LEWIS EDWIN RYAN, 726 
Jackson place, opposite White House, 
Washington 6, D. C. 


MAGAZINE SPACE SALESMAN 
Have position for experienced space 
salesman. Excellent 
with live publications. Straight com- 
mission. Phone CENtral 6746 
appointment. 


DISPLAY SAL ES | 
REPRESENTATIVE. 
aviation 
terior displays 
representative 
contacts for 
medium. 

Box 8886, 
330 W. 


spectacular 
has opening 

with experience 

selling highest 


and 
type 


ADVERTISING AGE 
42nd St., New York 


POSITIONS WA NTED 


|. ee 


their profession | 
offers them | 


opportunity | 
for 
Company | 


in- | 
for | 


Circulation Manager: Seasoned busi- | 


ness paper executive. Can install | 
and supervise complete systems. 
Box 8850, ADVERTISING AGE, 


_100 E. Ohio St., Chicago 11, IIl. 


CHICAGO FIRMS ONLY—Industrial 
Advertising Manager has some time 


available for free-lance work on ads 
copy publicity—printed literature 
roughs Excellent connections in 
advertising and graphic arts, 
30x 8876, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Il. 
Writer (26) with imagination and 
enthusiasm wants creative copy job 
with ad agency. Background in- 
cludes 5 years as managing editor of 
women’s service magazine writing 
fashion copy, pla anning photographic 
illustration planning and writing 
articles layout, production § super- 
vision Will take $250-$300 month 
in Chicago, slightly more elsewhere, 
Box 8880, ADVERTISING AGE, 
190 KE. Ohio St Chicago 11, IN. 
with over 200,000 individual 


net paid subscribers for sale. 


BOX 6670, ADVERTISING AGE 
330 West 42 St, New York 18, N. Y. 


letter. 
Box 8881, ADVERTISING AGE, 
330 W . 42nd St., 


SPACE REPRESENTATIVE 
Leading CCA food trade publication, 
ready to launch a new magazine in 
an allied field, needs experienced 
sales representative 
City and East. Send full details on 
training, 
pers represented, office arrange- 
ments, if any, and earnings expected. 
Replies in 100% confidence. 

Box 8878, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 
MISCELLANEOUS 


i gi FOR SALE 
Advertising Agency with a fine 30- 


Advt’g | (plastic playing cards), tin and earg. 


| 


| 


New York 18, N. Y. | 


in New York |} 


experience, age, other pa-| 


year record. National and local ad-| 


vertising departments, and radio, as 
well as fully equipped direct mail 
and letter shop. Exceptional oppor- 
tunity to own and operate an estab- 
and profitable advertising 
agency in a progressive Mid-western 
city of 85,000, Address: 

Box 8885, ADVERTISING AGE, 

100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


~ FOR SALE—OFF SET PRESS 
suitable for printing on  plastj 


board. Size 24” by 36”. 26-foot con. 

veyor for automatic delivery, New), 

rebuilt—perfect condition. poergals 
Box 8884, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I)! 


FOR SALE: TRADE PAPER; 
FULL OR PART OWNERSHIP 
Year old industrial business pape; 
Present billing meets production ex. 
penses, Excellent future. Quickly 


about half time and is not | developed with minimum investmeni, 


Inquiries invited from private indj- 
viduals or publishers. 
Box 8877, ADVERTISING 
100 E. Ohio St., 


AGE 
Chicago 11, I}! 


1/2 MY TIME 
to 


AVAILABLE 


to devote g00d publication in 


Chgo. & mid-west area. Exp’d jp 
|calling on natl, accts. & their agen- 
cies. More inter. in potentialities 


than immediate earnings. 
Box 8879, ADVERTISING 


AGE, 
100 E. Ohio St., 


Chicago 11, Ill, 


Walter Lowen 


PLACEMENT AGENCY 


- 
Headquarters since 1920 for 


ADVERTISING PERSONNEL 
Executive © Copy © Art ® Clerical 


Resumes requested before registration 
on all executive 4nd copy positions 


420 Lexington Avenue 


New York 17, N. Y. 
Lexington 2-8862 


ADVERTISING AGENCY 
wants TOP-NOTCH COPY CHIEF 


Tuis long-established Mid-Western 4A Advertising Agency (with New 
York office) wants a copy chief. We want a man who has already arrived, 
who can write brilliant radio and publication advertising; plan campaigns ; 
write new business presentations; a man who isn't too proud to really 


“give” on broadsides and other promotional material. He should be able 
to nurse cubs along, and give them the benefit of his experience. In 
return, we offer an extremely comfortable living in a pleasant city; 


security; a splendid future in an agency that has always 


“gone places’, 


and under new, younger management is going even farther. Please write 
in detail, and send samples. Your reply will be held in strictest confidence. 
Members of our copy staff know of this ad. 


Box 6687, 


100 E. Ohio St.. 


ADVERTISING AGE 


Chicago 11, Il. 


| Manager | 
for Addressograph 
Department 


| 

@ Man to take full charge | 

| of large addressograph | 
and mailing department | 

for leading Chicago So- | 

cial Agency. Must be | 
thoroughly experienced. 

| Mechanical knowledge of | 
equipmentdesirable. State | 
in detail previous experi- | 
ence. 


Box 6695 
ADVERTISING AGE 
100 E. Ohio St. 
Chicago 11, Ill. 


TOP-FLIGHT 
POINT-OF-SALE 
EXECUTIVE 
AVAILABLE 


Long experience as designer com- 
bined with sales contact and pro 


duction supervision on semi and 
permanent displays for national 
advertisers. Ideal as coordinator 


of all point-of-sale, art director o: 
creative contact man. New York 
City area only. 


Box 6688, ADVERTISING AGE 
330 W. 42d St., New York 18, N. Y 


The president of an old established 
medium size Chicago advertising 
agency wants more time to devote f° 
other business interests and for tho! 
reason will turn over a half interes! 
in this agency to the right man whe 
can get some new business and wh? 
has had enough experience to handle 
the management of a going organ't° 
tion. (No investment is required.) 


All correspondence on this matter will 
be treated in the strictest confidence 
Box 6691, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Iilino’ 


YOU CAN BE PRESIDENT | 
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Bruce Announces 
Firm Price’ on 
Flooring Orders 


MempuHis—E. L. Bruce Com- 
yay announced a major step last 
week in an attempt to help check 
the rising spiral of building ma- 
terial prices and stabilize home 
puilding costs. 

Walter J. Wood, general sales 
manager, announced that effective 
immediately the company will 
place a firm price on all flooring 
rders now on file. These orders 
previously carried an “escalator 
jause’”’ providing that the actual 
price would be the price prevail- 
ng at the time of shipment—and 
ielivery of hardwood flooring, like 
most other scarce building mate- 
rials, has been running from three 
to six months after acceptance of 
the order. 

The building industry, said Mr. 
Wood, has been “seriously handi- 
capped” by the inability to de- 
termine costs, and this factor has, 
to some extent, been more of a 
ieterrent to new construction than 
have high material prices. 


Seeks Industry Cooperation 


“The hardwood flooring, of 
ourse, represents only a_ small 
ercentage of the total cost of 


materials that go into a home,” he 
said, “and we realize that our 
action alone will be just a starter 

n the program of providing more 
housing at a reasonable price. It 
s our hope, however, that other 
building material manufacturers 
vill follow suit in setting up firm 
price policies. 

“Universal accomplishment of 
this would, in our opinion, be of 
mmeasurable value in stabilizing 
the building picture, holding 
{own home prices and providing 
ore housing units.” 

Bruce, he added, has maintained 
i conservative price attitude since 
the elimination of OPA controls 
ind “our current flooring prices, 
along with those of several other 
f{ the larger manufacturers in our 
ndustry, are at least 25% below 
1e ‘going market.’ ” 

The Memphis company now has 

very heavy order file, but as 
lew orders can be accepted they 
will be taken on a firm price 
vasis, Mr. Wood promised, en- 
ibling builders to know the exact 
ost of flooring for their projects 
ind protecting them against any 


rice increases that might occur 
efore shipment. 
Uncertainty about material 


Osts has cut down the activity of 
nany builders and has _ forced 
ome of the smaller ones out of 
‘he field entirely. 


Biegeleisen Evaluates 
Posters in New Annual 


J. I, Biegeleisen, an editor ot 
Gra hie Arts Monthly and produc- 
10n manager of Paint Print 
Process, Ine., New York, has com- 
leted the first in a series of new 
Oster annuals. Greenberg Pub- 
ishers, New York, has published 
lr. Biegeleisen’s “Poster Gallery,” 
ib-titled “The Best Posters of 
346.” to retail at $5. 

Tie book contains about 80 
rs, selected from 400 designs 
itted by artists, agencies, and 
‘tising organizations in all 

of the United States, plus 
the best foreign posters pro- 
1 during the last few years 


C 


no 


urant’ Ups Two 
orge F. Clark, assistant cir- 
on manager of the Courant, 


ford, Conn., has been pro- 
{ to circulation manager, suc- 
ng P. Frederick Viets, who 
etired after 37 years. Ray- 


G. Schroll, supervisor of 
h offices, has been named as- 
circulation manager 


‘SEP’ Launches Ad Quiz 


The Saturday Evening Post in- 
troduced in its April 5 issue the 
first of a bi-weekly series of guess- 
ing games based on Post adver- 
tisements. All questions refer to 
advertisements in the issue in 
which the quiz appears. For ex- 
ample, questions run like this: 
‘What is the special virtue of San- 
forized Cloth”; ‘ . of Cranston- 
processed cloth’: “what is meant 
by Aquellized walls”; “Give three 
products named after mythological 
characters,” etc. Harley P. Cook 
conducts the feature. 


Opens Tire Campaign 
Dominion Rubber Company 
Ltd., “Montreal, will launch this 
month its most extensive drive in 
years for Dominion Royal Tires, 
with small teaser insertions fol- 
lowed by 1,000-line advertise- 
ments in a wide list of dailies. 
Outdoor posters in 10 major mar- 
kets, and a= new institutional 


series in rotogravure sections of 
weekend papers also will be used. 
Copy in farm and financial papers 
and trade publications will present 
a line of industrial products. Mac- 


Laren Advertising Company, To- 
ronto, is the agency. 
Issues 1947 Dicocterr 

The Tennessee State Planning 


Commission has issued a new edi- 
tion of the “Directory of Tennessee 
Industries” listing more than 3,000 
industrial establishments, includ- 
ing lumber and mining industries 
for the first time. Copies are 
available from the Industrial De- 
velopment Division of the com- 
mission, 432 Sixth Ave. North, 
Nashville, for $1. 


Peer Food Names Herbert 
E. C. Herbert, 
staff of Booz, 
has been 
director of 
Chicago. 


formerly on the 
Allen & Hamilton, 
appointed advertising 
Peer Food Products, 


Names Moser & Cotins 

Kerk Guild, Whitesboro, N. Y., 
and New York City, 
of Koroseal-lined closet ensembles 
for the home, has appointed Moser 
& Cotins, Utica, to handle adver- 
tising. Full-color bleed pages will 
be used in magazines of the shelter 
group. 


Elects Stewart 

Walter A. Stewart, general 
sales manager of American Op- 
tical Company, Southbridge, Mass., 
has been elected vice-president 
in charge of sales and a trustee. 


manufacturer 


¥ = me 
Thy ee 


69 


Joins ‘Mademoiselle’ 
Edson Cooke, who prior to serv- 


ing in 
Chicago 


the Army 
Tribune, 


was with the 
has joined the 


Chicago office of Mademoiselle 


OF LONG LIFE” 


FOR QUANTITY BUYERS 
THE ARTKRAFT* SIGN CO. 


Division of 


Artkraft* Manufacturing Corporation 


900 Kibby 


St., Lima, Ohio, U.S.A. 


“Trademarks Reg US Par OF 


Your advertising to a 


most profitable field through 


the most profitable medium 
will produce the best results 


aefe enter 


of 200,000 


Ese BERS a 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


The hest-drossed 


sph wa 


better. do 


looking. 


in a girdle. 


SMART BUSINESS MEN—agencies, 
advertisers and printers alike—know 


that good catalogues and booklets look 


bound in a cover. Preferably. a cover 
of BUCKEYE or BECKETT, the good- 
long-wearing 
recognized style 


paper industry. 


SMART WOMEN—slick chicks and 
modern matrons alike—know that good 


figures look even better when garbed 


a better selling job. when 


stocks that are 


leaders in the cover 


} 


COURTESY 
KNITTING 


COMPANY 
at Vaal lta, Wee bowce 1th 


rT Bee Mel 


JANTZEN 
MILLS 


es Co 
| hest-dressed 
calalooues and 
| booklets wear 
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Newspaper Copy 
Promotes Gemco 
Air Conditioner 


(Picture on Page 75) 

St. Louis—General Engineering 
& Mfg. Company has launched a 
twice-a-week newspaper schedule 
in more than a score of distributor 
cities for its new Gemco air con- 
ditioner, promising businesses 
prompt installation by qualified 
engineers. 

The newspaper drive, supple- 
menting national magazine adver- 
tising that broke in March, started 
with a full page in the April 3 
New York Times. Half pages twice 
weekly will follow the opening 
shot. Gemco’s New York distribu- 
tor, Advanced Refrigerating Com- 
pany, reported gratifying sales re- 
suits within a few hours after the 
initial ad appeared. 

First insertions 
York ran in St. Louis, Detroit, 
Houston and Charlotte April 7, 
and other ads are to appear in 
most other distributor cities dur- 
ing the ensuing week, with 640- 
line copy scheduled twice weekly. 

Copy stresses competitive fea- 
tures, such as long wear, economy 
and lack of vibration, and also 
points out that Gemco’s acceler- 


ated production schedule permits | 


early installation of these ‘“pack- 
age type” air conditioners. The 
campaign is expected to run into 
June. 

The introductory ad urges pros- 
pects to “try the 5-cent test” by 
balancing a nickel on edge on the 
compressor of a Gemco. Starting 
and stopping the motor won’t 
budge the nickel, proving the lack 
of vibration, copy claims. ; 

Gemco’s magazine advertising 
started in March with a regular 
schedule of two-color pages. Sim- 
ilar space will be used in News- 
week and The Saturday Evening 
Post in May, while other general 
magazines, primarily reaching the 


business market, are scheduled for | 


June. Copy also is to start then 
in a list of professional and trade 
publications. 

Late this summer, the company 
will start advertising of Miracula, 
Gemco’s year-round air condi- 
tioner for homes, which is said to 
heat without burning any fuel. 
The Miracula production program 
calls for an assembly line basis by 
September. 

Gardner Advertising Company 
handles both Gemco and Miracula 
advertising. 


Appoints Kopmeyer 

Graff Engineering & Equipment 
Company, Louisville, designer and 
constructor of petroleum process- 
ing plants, liquid carbon dioxide 
and dry ice manufacturing facili- 
ties, has appointed M. R. Kop- 
meyer Company, Louisville, to 
direct its advertising. 


CROSS COUNTRY 


NEWS 


| Weekly Ciraiation 


Aviation Newspaper 
devoted to private flying 


Mi. HALE 1GO7-A 3th 
PUBLISHER LUBBOCK, TEXAS | 


outside New) 


Richfield Ups Meyers 

Howard G. Meyers, with Rich- 
field Oil Corporation of New York 
since 1933, has been appointed 
managef of the merchandising de- 
partment, succeeding the late J. R. 
Haden. 


Zulauf Appointed 


Don Zulauf, formerly with the 
Three Feathers division of Schen- 
ley Distillers Corporation, New 
York, in the merchandising and 
advertising departments, and pre- 


viously sales promotion manager 
for the Hunter-Wilson Distilling 
Company, has joined United Dis- 
tillers of America, New York, as 
sales promotion and merchandis- 
ing manager. For the present he 
will also assist in the company’s 
advertising program. 


Cuts Freezer Price 
Refrigeration Corporation of 
America, New York, a subsidiary 
of Noma Electric Corporation, has 
reduced the price of its Frigid- 
Freeze commercial frozen food 


cabinet over 20%. John M. Bess, 
executive vice-president of the 
Noma appliance division, denies 
that buyer resistance is responsible 
for the price reduction. He states 
that the reductions are intended 
to aid smaller dealers to “stay in 
the frozen food picture.” 


Publishes Guidebook 


“World Guide,” a handbook for 
shippers, agents, and others con- 
cerned with air transport, will be 
published shortly by Air Cargo 
Publishing Corporation, Los An- 


Advertising Age, April 14, 194; 


geles. The “Guide,” printed 
two editions, domestic and 

ternational, lists carriers, airpo: 
pickup and delivery service, rat 
loading and packaging requi 


ments and directories of sched 


uled and non-schediled carr; 
and cargo terminals. 


Watson-Guptill Moves 

Watson-G uptill Publicati: 
publisher of American Artist 
art books, has moved its offi 
from 330 W. 42nd St. to 345 H) 
son St., New York 14. 
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SellingP 


VERY American manufacturer knows 
how greatly commerce is_ stimulated 
by free enterprise. And every American 

manufacturer wishing to sell in the British 


market 
Newspapers. 


will welcome the aid of Kemsley 


These newspapers constitute the largest 
newspaper organisation in Britain, and under 
the direction of Viscount Kemsley they 
vigorously support the policy of free enterprise. 
Obviously that goes a long way towards making 
selling plain sailing. 


KEMSLEY 


Britain's Largest 


HEAD OFFICE: 


KEMSLEY HOUSE 


LONDON 


tNGLAND 


ihe mor 
of Kemsl 
effective 
Britain 
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Scotland 
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Worked out through discussions 
with the ANA and the Four A’s 
since last June, the campaign, as 
approved by the Chamber’s direc- 


io Hear Report 
: tors, is designed to “correct mis- 
a on Ad Campaign information that exists in the pub- 


WASHINGTON—Business men at- lic mind about profits, dividends 
»ncing the annual meeting of the Management salaries,” and other 
* S. Chamber of Commerce here matters basic to business. 
te this month will be asked to. The plan will be outlined at a 
ond part of their advertising to a general luncheon April 29 by 
es Mampaign “to give the American Leonard Trester, chairman of the 
d- Hpeople a better understanding of Chamber’s committee on advertis- 

he American economic system.” ing. Mr. Trester is director of 


“ommerce Group 


public policy, General Outdoor 
Advertising Company. 

The need for information about 
the American economic system 
will be outlined by Dr. Harry C. 
Link, vice-president, Psychologica 
Corporation, New York, in a re- 
port, “As the man on the street 
sees business.” 


Other Discussions 


The four-day convention will 
feature a roundtable on ‘Waging 
Peace,” enlisting Walter Lipp- 
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mann, Navy Secretary James V. Richmond, and “How the FTC 
Forrestal, Raymond Swing, Eric Can Aid Distributors,” by FTC 
Sevareid and Richard Harkness. |Commissioner Lowell B. Mason. 
The Chamber’s Domestic Dis- — 
tribution Department will sponsor 
a roundtable session, “Selling in a Meyer Both Introduces 
Buyer’s Market,” on Wednesday, New Research Service 
April 30. Discussions include: Meyer Both Company, New 
“Distribution in a Buyer’s Mar- York, has distributed to more than 
ket,” William S. Street, president, | 500 store charter subscribers the 
Frederick & Nelson, Seattle; “A first copy of ‘Researched Retail 
Merchandising Program for the Ads,” a new twice-a-month serv- 
Smaller Store,” Wade G. McCargo, | ice for retail advertising execu- 
president, H. V. Baldwin & Co., "VS and others interested in 
making local advertising more 


imakes 


dPlain Sailing 


ihe morning, evening, Sunday and weekly newspapers 
of Kemsley Newspapers Ltd. afford advertisers the most 
effective means of selling to all classes, all over Great 
Britain These thirty newspapers are led by 


SUNDAY TIMES 


The best-informed Sunday Newspaper 


SUNDAY CHRONICLE 


The Sunday tourna: ot the Middle Classe: 


DAILY GRAPHIC - SUNDAY GRAPHIC 


The National Picture Newspaper: 


SUNDAY EMPIRE NEWS 


The popular Nationat Sunday Newspaper 


THE DAILY DISPATCH 


Most influential in the Industria: North 


DAILY RECORD - SUNDAY MAIL 


Scotland’s National Morning and Sunday Newspaper 


\\emsiey Newspapers have a combined net paid circu- 

iauon of more than 9,250,000 copies per issue 

which vastly exceeds that of any other newspaper 
eroup in Great Britain 


NEWSPAPERS 


Newspaper Organisation 


(EW YORK OFFICE 235 EAST 45th 


STREET (ttth Floor) 


NEW YORK, N.Y 


productive. The service has been 
pre-tested during the last two 
months. 

In booklet form, “Researched 
Retail Ads” will present (1) re- 
productions of ads that have sold 
merchandise, as checked by 
“Meyer Both Reports” in New 
York, Chicago and Los Angeles: 
(2) ads from 50 other test cities 


— which demonstrate selling trends. 


7, idea presentations, etc.; and (3) a 

regular article, “Common Mis- 

\ takes in Advertising,” by Clyde 

| Bedell, retail advertising con- 

sultant to many stores and news- 
papers. 


‘"No April 
foolin’. Most 
of us listen to 
WOC most of 
the time.” 


. v4 
MINNEAPOLIS [Pim P.-C > 
ST. PAUL / 


CHICAGO @ 


OMAHA 
* 


QUAD.CITIES 


$T. LOUIS 
e 


DAVENPORT, ROCK ISLAND 
MOLINE, EAST MOLINE 


Since 1942, Hooper surveys have 
shown that only WOC delivers 
the Quad-Cities . . . the largest 
metropolitan area between Chi- 
cago and Omaha, and between 
Minneapolis and St. Louis. It’s 
the 40th retail market in the na- 
tion, with approximately 218,000 
population. 


5,000 Watts, 1420 Kc. 
Basic NBC Affiliate 


B. J. Palmer, President 
Bury! Lottridge, Manager 


DAVENPORT, IOWA 
National Representatives: 
FREE & PETERS, Inc. 
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Cost of Identical 


Space in 25 Mags 
Up 14% Above "46 


Fairbanks, Morse 
Schedule Permits 
Direct Cost Check 


Cuicaco — Just exactly how 
much more does it cost to buy 
the same media list in 1947 that | 
an advertiser bought in 1946? 

Naturally, it all depends on the | 
actual list. But in the case of | 
Fairbanks, Morse & Co., the answer 
is 14.3%—rather lower tnan most 
would have guessed—for a repre- | 
sentative sampling of 25 publica- 
tions on the Fairbanks, Morse list 
in which 1947 purchases were 


at 


G000- Horsepower 


“ 


ms 


FAIRBANKS-MORSE DIESEL LOCOMOTIVES 


Dividend -payers 


che me Oat 


Fairbanks Morse = Se 
@ 


ill 


f 


®o-rhony 


Fotirh 


-"SEA- COING 


BYRD me ee Pins HELP 


CHANGES STYLE—Fairbanks, Morse & Co., relatively new entrant in the railroad diesel field, has abandoned "conventional" 
advertising to railroads, as shown in the middle above, in favor of a new editorial approach indicated by the other two ads, 
with news and informational copy appearing in every issue of Railway Age and Railway Mechanical Engineer. 


identical with or similar to pur- 
chases made in 1946. 

A comparison of Fairbanks, , 
Morse costs for identical or nearly As part of the semi-annual re- 
identical buys in 1946 and 1947| View of copy themes and general 
is possible because the company | creative discussion which took 
instructed 
only minor adjustments in_ its | partment of Henri, Hurst & Mc- 
schedule for 1947, and in general | Donald, agency for 
to use the same volume of space| Morse, made up a tabulation of 
in the same list, adjusting the|unit costs for 25 publications on 
budget to take care of the in-| the F-M schedule both years, in 
crease in dollar rates. 'which schedules were either iden- 


Checks Identical Units 
|easily be compared. 


The company uses about 150| 
periodicals of all types with the) The Findings 
exception of large general maga-| It found that costs, per identi- 
zines, with a heavy list of indus- cal unit, for 1946 and 1947 had 
trial and other business papers, | changed as follows: 
a considerable expenditure in the For seven farm 
farm field, and some_ general publications, the 


and Newsweek. 


and poultry 
combined rate 


its agency to make. place late last month, the media de- | 


Fairbanks, 


tical or so similar that they could | 


What Makes a Test Market? 


R. O. Eastman, in Market a. 
Should be large 


-(Alexander 
enough. 


Geography, 
Hamilton Institute) tells b. 
Should be small enough 


to analyze results. 
c. 
Should be a well-de- 
tached trading center. 
d. 
Should have good 
newspapers. 


e. 
Should have good 


stores. Y 


Should be workable 
from physical stand- 
point. 


tion in excess of 140,000 g. 
Current industrial and 
and over 100,000 Sunday, 


economic conditions 
completely covers Wor- 


what the qualifications 


are. Worcester, popula- 
tion 200,000, and the 
hub of a $400,000,000 
market, meets these qual- 
Mr. 


Eastman even goes so far 


ifications to a “T”. 


as to mention Worcester 
as an ideal test city. The f. 
Worcester Telegram-Ga- 


zette, with daily circula- 


should be fair. 

h. 
Should have well di- 
versified industry. 


cester and the central 


Massachusetts area. 


The TELEGRAM-GAZETTE 
on WORCESTER, MASSACH USETTS © 
GEORGE F BooTH Publisher- 


“MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 
OWNERS of RADIO STATION WTAG 


1946 and is now $16,598.40, an in- | 


media like United States News fora single unit was $14,615.20 in | crease of 13.6%. 


For 16 industrial and business 


Advertising Age, April 14, 1947 


papers, the combined rate fo: q 
single unit was $3,661.48 and ;, 
now $4,351.79, an increase o 


18.9%. 


For United States News ond 


| Newsweek, the combined rate fo 


one insertion was $3,646.19 in 14, 
and is now $4,110, an increas: 5 


| 12.7%. 


For the entire 25 publications 


| the 1946 cost of a single inser? ioy 


was $21,922.87. The 1947 cos) ; 
$25,061.19, and the over-all in 
| crease is therefore 14.3%. 


Checks Identical Space 


| The “combined unit” rate 
|shown above are not for any par 
ticular size space. In the farp 
| group, for example, space use 
ranges from four-color pages j 
| some publications to half and two 
thirds pages in others. But ij 
|every instance the same unit and 
the same number of colors ar 
being used in the same publicatio 
in both years. 

- The agency also took into ac 
count rate changes which wen 
into effect during the year b 
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73 
weraging the cost of the in- 
iqmicated space unit for the year. 
oampor example, the Fairbanks, | 
vorse 1947 schedule calls for five 
ndggeolor pages in Country Gentleman. | 
fommour of these will cost $8,200 each, 
\4qgpnd one will cost $8,900, the aver- 
ofme rate to Fairbanks, Morse dur- 
g the year thus being $8,340. 
msi The seven farm publications | 
ionmeovered in the analysis are Coun- 
i@@ry Gentleman, Progressive, 
indgrar ner, Hoard’s Dairyman, Amer-_ 
can Poultry Journal, Poultry | 
tribune, Electricity on the Farm | 
»nd Hatchery Tribune. | 
iteqy The business papers include Oil | 
argand Gas Journal, Oil Weekly, 
upggpailway Purchases and _ Stores, | 


sais caine Soe ot ore A eal 
equipment, etc. and Philco Show 
KMAC and KISS to Build New Video Film 


Combination Antenna | New York — American Broad- 


Stations KMAC and KISS, San | casting Company, Eastman Kodak 


/Antonio, will begin construction : 
immediately on three 302 foot | > atenarse aga “ml ee Bre 
towers, and a 517 foot tower Pp : ee rei 


which will serve as the antenna| Week teamed up to demonstrate a 
for both KMAC and KISS, to be | "ew and faster system of develop- 
‘located 11 miles east of San An-| ing television film to speed up 
'tonio. Plans have been completed | coverage of special events. 

|for the new transmitter building; A plane with cameras and spe- 
|which will house both the pro- | c¢jal equipment took off from Phil- 
| tere Be agian Ro ae adelphia’s southwest airport and 
’ » al | few over Atlantic City with the 


| i | 
Py 4 — to operate On| .smeras grinding. On the return 


| 


seqcilway Engineering and Mainte- | KISS will increase its present | ae the ee oe eee fe the 
iggance, Railway Signaling, Signal- yp cor pEvIEW—Havin led uth b : , power to 10,000 watts in June and | P/ane, rushed to the Fhilco trans- 

; : — g completed work on about half of its 1947 campaign, | mitte diatel 
woggean’s Journal, American Railway Fairbanks, Morse & Co. and its agency, Henri, Hurst & McDonald, take a look to 50,000 in November of Wis| mitcer Bamediately upon landag, 


year. Construction is expected to | and telecast over Station WPTZ. 
be completed by June. _ “With this new process, tele- 
| vision can take the home audiences 


inggengineering Association Bulletin,| at what they've done before starting creative work on the remainder. Left to 
andgglcight Engineering, Diesel Power,| right: Hal Hoopes, agency art director; L. A. Marlow, Fairbanks, Morse ad 
arqgpiesel Progress, Rural Electrifica-| manager; Robert Zeh, v.p. and copy chief, and Herbert A. Carlson, v.p. and . _— 
tioion, Iron Age, Mill & Factory, vivinscneeecaanaliadeelcandlbe hd patos —, jak ais olan te , me 
lodern Industry, Industry & , ’ y , 


: ; : with Hicks & Greist, Inc., has been | commented Paul Mowrey, ABC’s 
ac4gower and Power Plant Engineer- | for 1947 is one of the largest in|tremendous range of products, named an associate account ex- | national director of painia Prete 


I. the company’s history, aggregating from railroad diesels through | ecutive of Fuller & Smith & Ross, 
bq The Fairbanks, Morse campaign about $350,000, and covering a/| electric motors, scales, wind mills,| New York. 


ABC and Eastman have been 


IMAGINATION 


Though it isn’t our custom to boast, quite 
a few of our birthdays (this is our 25th) 
have also been milestones in the Radio 
business. The KF“I’s” have it below and in 
the column on the right, but we’ve saved 
one for the last. We’ve coined a word that 
typifies KFI thinking. It’s the one that has 
given us the vision to see... the courage to 
pioneer. The one that dictates our policies 
—and results in our programming balance 
between the best in nationwide entertain- 
ment and the best local public service 
broadcasts in the West... it’s the one that 
keeps us young! KFImagination! 


KFitems 


1922—KFintroduction with a 5-watt home- 
made transmitter. 


1923—KFimpresario demonstrated radio's 
possibilities by presenting a Wagner 
Opera in its entirety from the stage of 
the Los Angeles Opera House. 


1924—KFinstalls a 5000-watt transmitter. 


1925 —KFinstrumental in establishing West 
Coast network broadcasting by initiating 
a hook-up with KPO in San Francisco. 


1926—KFinnovates Pacific Coast foorball 
broadcasts. 


1927 —KFintroduces listeners to NBC 
network. 


1927—KFlinaugurates the first broadcast of 
the Hollywood Bowl summer concert 
season. 


1931—KFincreases transmittal power to 
50,000 watts. 


1932 —KFinitiates Pacific Coast listeners to the 
now world famous Richfield Reporter. 


1941 —KFinfluences the vast Pacific Southwest 
Growers Industry by employing a full 
time Farm Director. 


1943 —KFinspires talented young vocalists 
and musicians to great heights by estab- 
lishing a continuous competition for 
young artists. 


Now—KFinterest in the public welfare is 
demonstrated by the regularly scheduled 
“yong service programs which reflect the 
est thinking of Los Angeles’ leading 
citizens and officials. 


KFintegrity Our standard of advertising 
acceptance permits only such advertising 
as is in the interest of the general 
public, presented with pol taste. 


KFideals include the desire to keep pace with 
the times—to keep faith with our 
listeners —to see that our programming 
is in the interest of a// the public, and to 
provide the best in radio entertainment. 


/quietly working on the project 
for more than a year. Mr. Mowrey 
believes news and special events 

will be an important part of 
video’s future bill of fare and tele- 

_vision’s ability to scoop the news- 
reels will help materially to build 
the television audience. 


| Issues ‘Radio Annual’ 


The 10th edition of “Radio An- 
nual,” published recently, is op- 
timistic over the future of the 
broadcasting field. Higher gross 
billings on all but one of the 
major networks in 1946, 268 new 
AM stations, 242 new FM stations, 
increased production of all kinds 
of receiving sets and phonograph, 
| FM and television combinations, 
are cited by both network and in- 
dependent broadcasters as indica- 
tions that a drastic recession in 
broadcast advertising is unlikely. 


Promotes Aeromist 


Boyle-Midway, New York, has 
begun a 13-week campaign in 110 
newspapers to promote a new and 
improved Aeromist glass cleaner 
for all types of glass surfaces. W. 
Earl Bothwell, Pittsburgh and 
New York, is the agency. 


| Launches House Organ 


| Edelbrew Brewery, Inc., Brook- 
'lyn, has launched a combined ex- 
ternal and internal house organ, 
entitled “KEEP A HEADlines.” It 
will be edited monthly by the 
Howe Service, Inc., New York. 


FOR 


hard usage 


SPECIFY SWING-O-RING 
LOOSE-LEAF 


spaced rings used in the 
am Swing-O-Ring loose-leof bind 
‘ er hold the pages so securely 
ga that lighter weight paper can © 
be used without danger of 
PA orig out under hard usage. | 


em 

ey 

ea 
- 


The large number of close! ; 


TEST SWING-O-RING 
FOR YOURSELF 
Send tor @ free Swing O Bing 
Goch ty oUt sae names ond 
Odd/ 4s on the margin of this ad 


SWING-O-RING 
Division of The Fred Goat Co. In 
314 OEAN STREET 
BROOKLYN 17 


be 
en 


NBC FOR LOS ANGELES 50,000 warts + clear CHANNEL #640 ON Your DIALs © “Hanke ©. Ctony: Sac. 


EDWARD PETRY & COMPANY, INC. © NATIONAL REPRESENTATIVES 
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APRIL, 1947 


The Trundle Engineering Co. 32 


Fuller & Smith & Ross, Inc. 


RPO PE a oh take 


The Power of t 
For Sale: Management 


d Foundry Company 35 
Mitchell, Inc. 


Engineering Co., Inc. 36 
G. M. Basford Co. 


angeable Inside This Car!...--> American Car an 


d Temperature Cors 


Weather Ch 
For Sale: Controlle Lennen & 
Combustion 


EY Wert Pet” 7k te tena ahaa 


Black Flour 


For Sale: Steam generating units 
in Caps for Catsup - - - or Shoes for eT ee Witco Chemical Co.. 55 
For Sale: Chemicols, oils, pigments, elc. Hazard Advertising Co. 
' in Industrial Lighting... +59" " Owens-Illinois Glass Company 
(Insulux Products Division) 58 


A “Grand Siam’ 
ulux glass blocks 
Brooke, Smith, French & Dorrance, Inc. 


For Sale: Ins 
Where Are The People in Payroll Tonight?..--+-° National Cash Register Company 67 
For Sale: Business machines McCann-Erickson, Inc. 
27 Million Horses Travel These Lines..--- °° °° PPP OTS Erie Railroad Company 161 
For Sale: Industrial sites The Griswold-Eshleman Co. 
Hope for Those Born Not-Quite-Perfect ao geal a Vee ee Upjohn Company 162 
For Sale: Pharmaceuticals William Douglas McAdams Company 
“Ship 5000. -- sseatitadlitil cs. cn ccewnee neh eee OTe I ia Baver & Black 182 
For Sale: Industrial adhesive tape Henri, Hurst & McDonald, Inc. 
ator & Equipment Corp. 195 


No Longer a Matter of Size. _American Wheelabr 
The Jaqua Company 


Strength is 
For Sale: Wheelapeening — ° metallurgical process 
50 Years “Between dee Gat oroceens eters . The Fluor Corporation ltd. 227 
Honig-Cooper Company 


For Sale: Refining equipment, services 


ansportation Co., Inc. 230 


¢ Merchandising 
Willard B. Golovin Corp. 


The Fourth Dimension © 

Lehigh & Lackawanne Warehouse & Tr 
For Sale: Warehousing and moving service 
of the 247 headlines in April considered 


Above are o random dozen 
by advertising’s best professionals. 


“fine enough for FORTUNE" 


_it is an old and true maxim that an ad tha 
t 


doesn’t get read isn’t an ad; 


And Whereas: Management Men are more 
likely to read ads in FORTUNE than anywhere else 
(as duly attested by a recent poll of 5,000 
top executives*); 

Cherefore, be it resolved: (as it always has 
been) that the nation’s greatest industrial 
shoppers are most likely to read about 


your product if it’s advertised in FORTUNE; 


Beit further (and more and more) resolved: 
that 

t in FORTUNE, you give your advertising 
its best chance to sell. 


* * * 


* 
Send for a copy of “A Biased Survey 


Conducted by FORTUNE.” 


~ FORTUNE | 


WHERE INDUSTRY’S BEST BUYERS 


MEET ADVERTISING’S BEST SELLERS 
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OTOGRAPHIC REVIEW 


means Vuality jn any language 


A rrew 


AMERICA’S BIGGEST 
SELLING LIQUEURS" 


7 
\rrow 


woe: AARRO 
BURCHREARY FL RYORED BRANDY 


apply apsvilodli te any aun tows. Vloas 


- o M ans Serwcee Exchange, Washington, 1 Freemy 
Hiachhecp Flarernd Pramdy pack, Creme da Menthe ~ 0 paaed. 
* * rraer eTKOrT MICHIGAN 


STARTS SERIES—Arrow Liqueurs Corp., Detroit, will launch a new campaign 


with this full page in the May 10 Collier's. The company, which also uses space 
in Life, previously concentrated its magazine and newspaper advertising in the 
fall to stimulate holiday sales. Simons-Michelson Co. is the agency. 


UDGE PUAA ENTRIES—Judges of 202 entries in Classification 3 of the Public 

Utilities Advertising Association's better copy contest are (left to right): Louis 

Young, ad manager, Indianapolis Times; Larry Sogard, vice-president, Keeling & 

Co. and president of the Indianapolis Adclub; Arthur Overbay, head of Typo- 

graphic Service, Inc., and James A. Carvin, ad manager of Indianapolis Power & 

light Co., chairman of the class 3 judging. Awards will be presented at the 
annual convention of PUAA in Detroit June 18-19. 


COC RDINATES THEME—Kaufmann's department store, Pittsburgh, is using 


> +} 


me, "If it's out of this world, it's here,"’ in various media—store windows 
‘ich as this, institutional ads in national magazines, local newspaper copy and 
‘sh et posters. The design is by Paul Rand, art director of William Wein 
traub & Co., New York, which handles the national account. 


There's a nickel in your pocket 
worth theusands of dollars to you 


OF THE 


WEEK 


Here is the S-cent test: Balance & nickel an eige on 
‘he campresent of » Gemro Air Conditioner. Btart and 


top the spatar 
NO VIBRATION? 
Cry thls same test on any other air comitionsr, The 
sin topples. VIBRATION! 

Jemea...No Vibeotion! There you have one of the 
naj remsons why you'll make GEMOD Air Condition 
Qg your Rext umportant business investment. Vibes. 
jan is a vicious enemy of any machines. Vibration 
s whet ennses machines to ran noisily, work meffi- 
duly, require frequent service, weer aut tno ron, 
“onquer vibration ‘aa the Scent test shawe GEMOO 
wes dane) and you've got strong reassurance of 
abet, , trouble-f i 


again and agnin. The osin stands. 


CAMPAIGN OPENER—This full-page 
ad in two colors is appearing in the 
April 12 issue of The Saturday Evening 
Post and will reappear in the June 23 


899 ist AVENUE 


Try the 5-cent test... 


GEMCO Authoriced Dealers throughout New York State and New Jerey are prepared 


WRITE! 


and see why 


Gemco 
Is tops in air 
conditioning 


wit 
he worth rousonds of dollars 1 you in ¥ aur investment 
: LMeming for your busine 


You can rely on the quick, simple 5.comt Test 


“ 


sell Maka TTY 


And that’s “money in the bank 
Pertected ond proved during the pest three years, 


the new GEM) is rectly new heraune ite makers were 
pot hencheapped oy prewar canreptiona dengys and 
equipment, The wew Gemco comes in dian sad Ston 
Pit eels S 


cS e & 


Your Business Needs Air Conditioning Because... 
it brings is more customers... makes there bey more... im 
prover persannel etheiency — shmmater of qumanass werner 
stump: oat deck lowes You need & to meat or beat the 
serene of yaur compehtors. 


Bemie oy 
Generel Inginesrmg and Manvtacturing Co. 
Be Lowes 16, Minsours 


natallation with 


tn make prempt 


quiified engineers, Barly. arders will awure von of GEMOO superior air conditioning whe 
A few choice tronchives ove available in Mow York and New Jersey. Sxpait inquires are invited. Unit on dingley at 


ADVANCED REFRIGERATING CO., inc. 


EXCLUSIVE OISTRIBUTORS-NEW YORK AND NEW JERSEY 
NEW YORK 22, N. Y. 


PHONE! 


+ hot weather arrives, 


PLAZA 3-4066 
WIRE! 


issue of Life and the June Esquire for 
Wilson Sporting Goods Co., Chicago. 
The ad features Wilson's Strata-Bow 
tennis racket, along with famous players 
on the company's advisory staff. 


WINS ORDERS—The New York distributor for Gemco air conditioners reported 

excellent sales results shortly after this page ad in the New York Times started 

promotion for the unit. Gardner Advertising Co., St. Louis, handles the account 
for General Engineering & Mfg. Co. (Story on Page 70.) 


‘GLAMORAMA'—A feature of the hospitality extended by th> Minneapolis Adclub and Gamble-Skogmo in welcoming the 
first flight of Western Air Lines to the city was this exhibition of cheesecake baked by Gamble models. Sitting left to right at 
the table are Tom Hodgson of Gamble-Skogmo; Arnold Saue-, advertising and sales manager, National Tea Co.; Bob De- 
Haven, WCCO; Herb Willis, ad manager, Minneapolis Times; Ted Cate, ad manager, and Don Douglas, Minneapolis traffic 


officer of Western Air Lines; Tom Barhart, journalism school, University 


Gamble. 


of Minnesota, and Marie Riley, fashion coordinator of 


SALES SPUR—Spur bottlers will participate with Canada Dry in presenting the heaviest 24-sheet poster campaign in the 
history of this cola drink. J. X. Kennelly, assistant ad manager, is shown previewing the July poster with Richard Bayles 


of the U. S. License Department. 
Mathes, New York, is the 


Six designs by Larry Tisdale, featuring the new slogan. will appear in 188 cities. J. M. 


agency. 
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Miller Appointed 


William S. Miller, president of 
the William S. Miller Company, 
Youngstown, O., public relations 
counsel, has been named manager 
of the Youngstown office of 
Reiser-Ernest & Associates, adver- 
tising agency. He will continue as 
president of his own company in 
addition to his new duties. 


Vladimir Appointed 


North American Aviation, Ingle- 
wood, Cal., has appointed Irwin 
Viadimir & Co., New York, to 
handle export advertising. Batten, 
Barton, Durstine & Osborn, New 
York, directs the company’s do- 
mestic advertising. 


The HOSIERY industry 


RETAILERS © JOBBERS © MANUFACTURERS 


There is only one publication 
covering this industry exclusively 


KNIT GOODS WEEKLY; 


ONE MADISON AVE. * NEW YORK 10, N.Y. 


First Major Video 
Survey Completed 


by Chicago's WBKB 


Sports Programs 
Best Liked; Middle 


Commercials Scorned 


Cuicaco — Station WBKB has 
looked at its television audience 
here and found it looking right 


_ back. 


| 
| 
| 


The Balaban & Katz station, 


|only video broadcaster in the Chi- 


cago area, in the first extensive 
survey yet made of a television 
audience, has found a high inter- 
est in all types of shows pro- 
| grammed. 

“We'll go ahead and give them 


Audience - 10 


Participation 
Style. Shows 
Musicals 
Comedy 

Mystery 
Romance 
Serials 
Household Hints 
Cooking 
Dancing 

Golf 

Tennis 

Beauty Culture 
Drawing 
Handicraft 


TYPES OF STUDIO PROGRAMS DESIRED 


Number of Owners Answering WBKB Survey 


BY TELEVISION SET OWNERS 


50 100 /50 200 250 


WHAT THE VIEWERS WANT—A survey by Station WBKB, Chicago, shows that 
its audience is most anxious for comedies and musicals as studio- prepared 
video fare, least interested in watching table tennis games and demonstrations 


of how to culture beauty. 


| everything,” 
director of WBKB, commented in 
releasing a tabulation of replies 
received from 434 (two-fifths) of 
1,071 video set owners in the area. 


Capt. 


W. C. Eddy,| The survey was taken in Febru- 
ary. Sets in use here have prob- 
ably passed 2,000 since then. 

The survey shows: Preference | 


for video broadcasts from 


‘_ 


a area, 


National Representatives 


A This new FM and 
television antenna, 
planned for KOMO, 
iy will be the highest 

structure in the Seattle 
towering 627 
feet above sea level. 


10 the Seattle-Tacoma-Puget Sound Country, 


one voice speaks with an urgency that in- 


sists upon response. In terms of advertising, that 


response means sales for your product. 


Long the most influential in its area, the voice of 


WISER 


EDWARD PETRY G CO. Inc 


struction is now virtually complete 
tion is scheduled to start simultaneously 


KOMO’s new RADIO CENTER. 


KOMO will soon acquire an even larger volume 
. an even greater intensity with the installa- 
tion of a new 50,000-watt transmitter. This con- 


and opera- 


VITAL VOICE 


KOMO’s voice is vital to you in selling the Puget 
Sound country because of the more-than-a-million 
people who comprise its effective merchandising 
market . . . with their almost double the national 
average per capita spendable income. For KOMO 


is the exclusive voice of NBC in this area. 


By any yardstick you choose, KOMO . 


vital voice 


. the 
of the Seattle-Tacoma-Puget Sound 


with Country . . . is by all odds the best dollar for 
dollar advertising value. 
FOR 
AFFILIATE A N D 


THE PUGET SOUND COUNTRY 


* New York » Chicago * San Francisco * 


Los Angeles « Detroit + St, Louis * Atlanta * Boston 


curiosity 
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p.m. and 7 to 11 p.m.; nighttip e 
audiences nearly double the afte, 
noon audiences; greatest interest 
in sports broadcasts; antipathy ‘> 
middle commercials; preferen e 
for half-hour shows over hoi. 
long shows. 


12,000 Viewers Nightly 

As of Feb. 22, the study reveals. 
there were 736 receivers in homes 
in the area, 98 in taverns and 229 
in other business places. An ex- 
tension of the replies indicates a 
nightly audience here of about 
12,000 people. The ratio of about 
11 viewers per set will drop as 
more sets are installed and initia] 
wears off, Capt. Eddy 
pointed out. 

Asked how they like to see thei, 
commercials, a big majority went 
on record against middle and in- 
tegrated advertisements. The score 
was: For beginning commercials, 
169; end commercials, 103; middle. 
31; integrated, 81; not integrated, 
4; no preference, 7. Capt. Eddy 
asts of Chicago Cubs 
baseball games this summer wil] 
have no middle commercials 
Mid-program advertisements are 
particularly unsuited to television, 
he said. 

About 50% 


of the television set 
owners rank _ sports broadcasts 
highest in interest. 
shows are liked best by 30% and 
films by 20%, the survey indicates. 
Programs ranked in interest i 
the following order: Hockey, box 
ing, wrestling, basketball, “Tele 
quizicalls,” “Stump the Authors’ 
and swimming, with a variety o 
studio shows trailing. 


they want to see, most asked fo 
baseball, football, 
and basketball; for newsreels 
musical, straight drama and othe 
films, and for many types of “live’ 
studio shows, particularly audi 
ence participation, dramas, edu 
cational and news shows. 


Want News Viewcasts 


Of those interested in _ filn 
serials, half asked for daily epi 
sodes, a fourth for  bi-weekl; 
episodes, and a fourth for weekl} 
segments. Nightly news sum 
maries were asked by 230; new 
videocasts hourly by 14, ever 
other night by 22, bi-weekly b 
20, weekly by 37 and four replie 
that they want no news on vide 

Two hundred and_ thirty-si 
asked for complete coverage 0 
sporting events, 102 for the mai 
event only. As to length of show 
generally, 201 prefer 30-minut 
programs, 83 want quarter-hou 
programs, 29 prefer hour pro 
grams and 5 prefer 45-minut 
shows. 

Interest was shown 
casts of circus performance 
political events, horse show 
symphonies, operas, parades, nig! 
clubs, zoos, rodeos, etc. 

Capt. Eddy said that a cil 
result of the survey was the find 
ing that most sets are turned 
Sunday and Friday evenings. 4 
breakdown of days when receiv é! 
were turned on shows: Suna! 
303 at night; Monday, 202 in th 
afternoon and 299 at night; i 
day, 194 afternoon and 293 nif 
Wednesday, 194 and 298; TI! 
day, 196 and 294; Friday, 186 
311, and Saturday, 179 and 2 

The results are sufficient to 
station executives much to © 
meet the wishes of the video ‘ 


in broad 


ence in the next few mo 
Capt. Eddy observed. Ano * 
survey probably will be tak¢ 
the fall, he said. Morton K. T 
WBKB public relations and 
search director, prepared the 
vey. 

Capt. Eddy said he expect 


station to operate at a pro! 
the first time next summer 


Larrabee to Reilly 

M. Reilly Company, B 
M5 has appointed Fred 
H. Larrabee as art director 


boxing, hockey ' 
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‘WNPA Finally Goes 
‘iy Record Backing 
wn Departments 


<S (Continued from Page 1) 
tion Were many who described 
mdling a wide variety of duties, 
pging from circulation promo- 
n to preparing ads for new 
tail accounts. ‘-Members from 
dium-size and smaller news- 
idy goers indicated a wider variety 
‘ Baduties, as well as less time and 
\eirmaller staff assistance to handle 
ks assigned. 
The three-day meeting was de- 
ted chiefly to methods of pro- 
wing circulation, conducting 


NY! 


AT NNPA ANNUAL MEETING—Melvin G. Barker, promotion manager, Chi- 
cago Times (left), new president of the National Newspaper Promotion Associ- 
ation, chats with G. D. Crain Jr., publisher of Advertising Age, and Alfred Politz 
(right), New York research organization head, at NNPA luncheon last Monday. 


in which plane trips to Boston 
and New York were prizes. 

At Tuesday’s dinner meeting, 
Under Secretary of Commerce 
William C. Foster~called news- 
papers the wholesalers of the gov- 
ernment’s economic statistics for 
the small business man. He called 
false some assertions made re- 
cently that small business men 
are well off. One out of five busi- 
ness firms, he said, is less than 
three years old and has never 
faced the rigors of a buyers’ mar- 
ket, accumulating inventories and 
falling prices. 


Tells Census Program 


He said that the Commerce De- 
partment, in preparing current 
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well as small business, needs the 
“tremendously important” help of 
newspapers in distributing basic 


de NO. NEGATIVE CHARGE™NO EXTRAS OF ANY KIND 5 7 
$6.73 per 100 ’ 
* $55.00 per 1000. ENLARGEMENTS 
POST CARDS or 4°x5"s | 30°x40° 53.85 EA. 
$22.00 per 1000 Lots | 20°30" $2.50 EA. 
24 HOUR SERVICE ON REQUEST 


Made In labs and studios of internationally- 
i famous photographer, James J. Kriegsmann. 


165 West 46th St. & 
RT BRyant 9-1723 WY. 


otographer. ay 


WE iE DELIVER WHAT WE ADVERTISE" 


material that will help large as 


hibitions and civic events, re- 
rch, and employe relations. 


Alfred Politz, New York, head |CUlations have 


month contest for his carriers, cir- 
increased greatly 


expensive to elicit cooperation 
from carriers. A similar observa- 


BONDED SPECIAL 


DELIVERY SERVICE 


PICKS UP AND DELIVERS 


Anything from a letter to a truckload 
shipment. Rush delivery of anything 
anywhere in Chicago 
—to the railroad sta- 


Alfred Politz Research Or- and the carriers’ dependability | tion was made by Alvin Munroe, 
ization discussing research has approached a maximum. Con- | Detroit Times, in a talk on carrier 
niques at Monday’s luncheon test prizes, he observed, must be! contests conducted by the Times 


dared that, in his experience, 
Tt Pays fo Kuow. 


st large advertisers are more 
. } § o A il 
Why Your Advertisements Succeed or Fai 


rested in consumer buying 
pits than in information re- 

These new Selling Power Ratings of National Advertising 

by The Townsend Method 


Messengers @ Cycles @ Cars @ Trucks tions, airports or 
" trucking platforms. 
PHONE DEL. 1234, 412 N. Wells St., Chicago 


cting dealer inventories. 
Urges New Techniques 


MConsumer surveys, particularly 
Busehold inventories, he said, 
n provide sufficiently accurate 
fa to permit the advertiser to 
termine his competitive posi- 
n and to suggest to him im- 
ements he should make in 
lvertising, distribution and 
gler policies. 

‘| have heard a great deal 
ey about newspapers’ inten- 
n to become more active in 
earch,” Mr. Politz asserted. 
hether the interest is related 
such research as media infor- 
tion, or to research as service 
the advertiser, in either case 
may not be advisable just to 
y existing research operation. 
is worth while and not difficult 
excel most of them. Superior 
mniques serve as_ protection 
sum@™ embarrassing blunders. They 
rease prestige of the study and 
sponsor and they are not 
essarily more expensive than 
erior techniques.” 

Samuel G. Barton, president, 
ustrial Surveys, Chicago, at an | 
emnoon session pointed out that 
‘costs about the same for a 
ple (in consumer or dealer 
veys) in a large city as in a 
all city.” 


Studies Require $75,000 


he major cost in conducting | 
sumer panel surveys, he said, | 
in tabulation and interpreta- | 
1 rather than in getting data | 
m the consumers. He recom- | 
ied that newspapers not | 
ertake continuing consumer | 
lies unless they have at least | 
000 a year for it. He said that 


Evaluation 


Evaluation 
the 


Answer 3 Vital Questions: 


1. Do your ads feature Main Appeals? 
2. How do they Stack up with Competition? 
3. Do they rate 7%-50%-88% .. . or What—in Selling 


Power — not just readership? 


Now—at last impartial Selling Power 
Ratings of National Advertising throw 
much light on why your advertisements 
succeed, or fail to sell at a profit. They 
give you a little more certainty of what 
your dollars buy in Selling Power. 


Sateve. Post January 25th Measured by 
this Method, 87 ads one-quarter page 
and up in this issue of the Post aver- 
aged 51.9% Selling Power . . . 48.1% 
waste. Lowest rated 7%; Highest 88%. 
How did your ad rate? It pays to know. 
Now—sales, profits and leadership are 
at stake. 


27 Selling Standards These Ratings evalu- 
ate each advertisement by the same 27 
Selling Standards, identified through 
years of research and testing. Where 
opportunity is equal—ads that rate high- 
est sell most. 


Were Secret — Now Public Formerly ex- 
clusive to our clients . . . 16 National 
Advertisers, 23 leading Department 
Stores, 17 great Newspapers, 38 leading 
Agencies—now these Ratings are avail- 
able to you. 


Correlate with Sales Ratings are designed 
to correlate with sales . . . not coupons, 
not recall, not readership—Sales. They 
evaluate the elements within your ad 


Introductory Offer With each issue of a 
National Magazine you now get the 


a Ase is over which you have complete control famous Townsend 27 Selling Elements, 
<M’, 2 year “will run good . Headline, Copy, Layout and Illus- _— defined and weighted. You see why 
eiveller aren bntrypsinsn’ a one on tration. Ratings do not evaluate space, your ads rate 7%—50%—or what . 
va a — ne «+ media, merchandise, weather, timing, | why they succeed or fail. If you want 
“a er preferences covering position ww = In Radio they check _— tear out the coupon, mail it 
i ‘ed number of commodities. commercials OMmly. today. 
ni "G@enry C. Campbell, head of re- 
rt r * J. Walter Thompson Com- Oopet antes 
BO Ry , Chicago, disclosed that his | for Imp owem 
2 ncy’s national consumer panel | ~~ . | Townsend Methods, Inc. 
to “Hfow being increased from 2,500 | Sant tanta 176 West Adams 
d bout 5,000 families. He said | Rating tor Improvement Chicago 3, Illinois 
Se ce among the panel families | : my wim Please send promptly the issues checked below. We will pay your invoice upon 
no he past has ranged far under | : receipt. 
abe \ year, a maximum set by | fag romain Sateve. Post . = 
ke Jarton as a danger point for | ul ~~ ; ae = 
Tu lel ne  ~6—6hdgC ZS 0 Jan. 25 — $21.75 0 Feb. 22 — $28.50 
ae anes on circulation pro | M . R d | oom 3 — See Lif. 
. oe : agazines Rate C) Feb. 8 — $28.75 ~ 
x ~ aged ei — ; g ; I [] Feb. 15 — $25.50 0 Feb. 10 — $19.25 
4 > st > © >, © > 7 . " } 
ot ' “aa Seat snate caneniian Life Ladies Home Journa Prices: 25c per ad Rated . .. 1/4, page and up. We are interested in [) yearly a 
yf Jd be paid to training carrier | Collier's Good Housekeeping C) weekly subscription. ; 
s salesmen. Changing their | , rit s — 
ales talk only a little often | Time McCall's Magazine — a a “= |, = = a 
pote sales effectiveness, Saturday Evening Post Business Week Address SOILD 
B : : . ca. a i 
7 l. Stolpe said that in the first a ——State______ ; 
* months of a current six- 


4 gas a ) 
: oe Be See ORE 5 Se gi oe SRR RE 2 a Bee ee. pS oS oa i iS 4 = ~ oe ar 
oo aes " 2 a 3 i 2 Pe wate ce - eae ee 3 a q 
is Ks mi 2 : Sake, omens =) me | 5 es Ss uES ee ee SS 5 AE PT e ee 
Pe hoe oe, ‘ Be AES ee ie t meet 7) a: 
>  . /  ) ee 8 . = 
- % i : aa a ; oe td x i Pec: = an § . eS Bye : res 
| Fie ~ Gey. awe oe ¢ py Sserpeeed to ge — 
| eee 4 i De oe a a Ne GN ae ZZ Quality at any Price “See ae 
| fees 2. 0” — a | 4A F _ — 
| ha ee > | a ae 
| i ; a Ae a Ti a ee PR A pore : 
= ve > ea ote ao , fh Oe id ‘ii 
ne a Ee , c= 7 ~ Sap ie 
| ts EO, vA § oe 
| Bic 
dle SS SS PS EEE IS a ye a 
talk Pe a 
7 es a — 
ubs't | P| a a 
will fF ——— 
ials _ ee id 
are : a — 
| ‘ _h L_—fae Sarid 
| Ser a 
‘asts a 
udi a ‘7 
’ vo 
— 
Townsend | A ee: 
Method 2| roe Z 
te Ws 4 aie: : os eye es 
a Grae Bie wal 
le ir aes ft a ee Saige 
1 e + i alte . 5 [ i, = . 
ee ~ —= Sita 
3| © | 7 e ae. 
Vv 6| 31 oe ae 
‘| © LS : ee  % 
‘7 eal a 
= — ia Bi 
7, 7 & 1) ee. ee 
se nd Ol 12] wa a s 
7 1 & 3 e Me ca 
‘ - ere 
10! 12) 14) 
1 oe 13] 15] ~~ 
i 2) 14, @ Bis _ 
2 m wis 7 as 
| 4| © od Minott 18] a = 
: é a 
ance : 3 eos — oh Sate 
4 1 ym ee. Pts 
show oe A - aoe wr. a 
night 17| @ 9 Bn) eee 
cel” 18 e 20 fs os LS, er a BAL Es 
| a 2 ee eis ie 
, (ee ae 23| | ae. Ge 
£ tees ae . 


economic information. He _  ob- 
served that “old hands in the 
Census Bureau do not recall a 
time when the demand from all 
kinds of business for new basic 
facts has been so great as now.” 

A minimum census program for 
“the rest of the year, to be taken 
in 1948,” Mr. Foster declared, 
should include a Census of Manu- 
factures, a sample census of popu- 
lation, a census of business or 
distribution, and a sample survey 
of family income. “We want,” he 
added, “to supplement the major 
censuses with a program of cur- 
rent surveys, resulting in monthly, 


quarterly or annual data as re-| 


THE LETTER SHOP, Inc. 


421 S. Dearborn St., Chicago 5.1Mlinois 


: | status. 


“ss pon A ean of employment, 


suses, between census years.” 


Willis Hits Paternalism 


Ivan “Ly Willis, 
International Harvester Company, 
warned at the _ final session 
Wednesday that too many news- 
papers have made the mistake of 
being paternalistic to their em- 
ployes. He pointed out that 
employes feel that what paternal- 
istic management gives, in re- 
sponse to some whim or generous 
| impulse, it can also take away. 

There has been much shift in 
ownership or control of news- 
|papers, Mr. Willis said, which 
|makes employes unsure of their 
Further, those attracted 
|to newspaper work include many 


: | not inclined by temperament to 


|stay permanently. To promote 
he 
urged less paternalism, giving 
|employes a voice in forming se- 


| curity plans, and giving employes 


quired, to keep current the bench- | 
mark statistics of the major cen-| 


vice-president, | 


MIDWESTERNERS' CAUCUS—Fellow townsmen from 

advertising manager, Davenport Times (left) and Gilman Larson, ad manager, 

Davenport Democrat, lunch with Leonard W. McGuire, assistant promotion 

manager, Des Moines Register & Tribune, and (right) Larry Kelly, promotion 
manager, Minneapolis Times. 


Dave Gottlieb, 


lowa, 


a joint financial stake in the 


social security provisions. 
“I am quite sure,” Mr. Willis 
declared, “that one of the reasons 


the newspaper guild is vigorously 
pushing a lay-off allowance pro- 
gram is that writers as a group 


tied down to a lifetime of service 
with one organization in order to 
qualify for pension rights.” 

He said publishers should set 
up pensions calling for both em- 
ploye and company contributions 
and “vested rights that the em- 
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do not want to feel that they are 


ploye takes with him in the form 


Fee 
Advertising Age, April 14, 1947 


of a paid-up annuity certificate 
when he leaves the organization, 
regardless of the reason for 
termination.” 


his 


Release Survey Data 


Results of a survey of NNPA 
members conducted during the 
winter were released, showing 
that, of 80 members replying, 7: 
prepare promotion material which 
is “left with or sent to agencies 
or national advertisers.” The 
other two do not. 

Asked what types of materia] 
they prepare for advertisers, their 
replies were: Market data, 72: 
circulation data pages or book. 
lets, 55; advertising linage data, 
50; advertising result stories, 35: 
editorial or news content 2nalyses, 
28; public event reports, 25; read- 
ership reports, 24; store inven- 
tories, pantry polls and_ store 
analyses, 8; “all others,” 8. 

Asked if they try to stand- 
ardize their basic promotion ma- 
terial, 22 replied “Yes, all of it”: 
“Yes, some of it’; nine 
“Very seldom”; five an- 


42 said, 
said 


— This Part of 
the Market? fl 


Somes ERY Tatas 


OFFICE FURNITURE 


ere 


Which Do You Want... 


aly a | | 


GEYER’S TOPICS is the only magazine in the office equipment field 

with circulation limited strictly to trade readers. Here is the one 

| medium where you can talk freely, in their own trade language, to 
the nation’s leading retailers and wholesalers. Office Equipment 
dealers, Stationers, Business machine dealers, Office Furniture 
| dealers, Department and Chain Stores, School Supply dealers, 
Wholesale Distributors, etc. With a circulation of more than 7,000, 
GEYER’S TOPICS is a “Must” to cover this trade division of the 


market. 


— This Part of 
the Market? — 


of the market — 
MANAGEMENT & EQUIPMENT. 


— or Both? 


Space may be purchased separately in either of the above magazines. But for the most 
complete coverage available of the entire market, both GEYER’S TOPICS and OFFICE 
| MANAGEMENT & EQUIPMENT should be used. Together they give you a double-action 
selling job at an interesting economy in cost. Different copy should be used — each directed 
| to the part of the market addressed. You'll be agreeably surprised at the real returns from 


this double-action selling! 


Write for further information and attractive combination rates—or see Standard Rate & Data. 


GEYER PUBLICATIONS 


| Estoblished 1877 
| 260 FIFTH AVENUE 


OFFICE MANAGEMENT & EQUIPMENT is the only magazine 
edited for and circulated exclusively to office management execu- 
tives of large business organizations: the treasurers, controllers, 
office managers and purchasing agents of large Insurance com- 
panies, Banks, Manufacturers, Transportation and Utility compa- 
nies, Hotels, Government agencies, etc. 


It talks the language and discusses the problems of office purchas- 
ing equipment, methods and personnel to 8,000 such executives, 
who buy for the use of their own organizations. For this vital part 
the all-important large consumers — use OFFICE 


NEW YORK 1,N. Y. 
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UNDER NEW EASTER BONNETS—Distaff researchers at the NNPA conven- 
tion's first luncheon included (left to right) Hazel Mann, director of market 
research, R. M. McMurry & Co.; S. Marie Vaughn Crowson, recently with 
Dancer-Fitzgerald-Sample; Jeanne Lepine, 

Margaret E. Fairbairn, research director of Sears’ Peoples Book Club. 


Ss 
x ss 


Herald Tribune 
Syndicate Starts 
Color Comic Sales 


New York—The New York 
Herald Tribune Syndicate 


| color comic strip to newspapers. | 
| Admitting that the strip is two) 
years ahead of the 
progress of color printing in 
newspapers, the syndicate is sell- 
ing the feature as a possible Sun- 
|day half-page but arranged so 
that the panels may be run sepa- 
rately on three different days 
during the week. 

The strip, called “Honey and 
Hank,” started in the Herald 


Lil 


of the D-F-S 


research staff, and 


swered “Never,” and two did not | 


indicate what they do in this 
regard. 
Replies from those in “one- 


newspaper” cities show that 22 
have fewer than three in their 
promotion department; six de- 


partments have from three to 
seven people; four have from 
eight to 14, and one has more than 
15 on the promotion staff. In 
cities with newspaper competi- 
tion, the breakdown is: Less than 
three in promotion work, nine 
newspapers; between three and 
seven, 19; between eight and 14, 


five; 15 and more on staff, 13 
papers. 


Shore Opens Own Firm 


Gilbert Shore, formerly with | 
the Philadelphia Evening Ledger, | 
has formed his own representative | 
organization, Shore & Associates, 
at 607 S. Hill St., Los Angeles. 


Joins ‘Today’s Woman’ | 


Tribune a year ago, and in its 
present form can be used by the 
newspaper as a color half-page, 
third-page or single strip. In the 
300 newspapers which now use 
color fairly regularly, the use of 
color in an_ editorial feature 
largely depends on the color ad- 
vertising scheduled for the day’s 
run; accordingly, the syndicate 
arranged the feature so that it 
can be broken up. 

The first newspaper to which 
the strip was shown, the Wash- 
ington Star, bought it, and news- 
papers in Philadelphia and Balti- 
more are weighing the proposi- 
tion, the syndicate said. 


Miss Edwards Heads 
Columbia Publicity 


Christine Edwards has been ap- 
pointed manager of publicity for 
Columbia Records, New York. For 
the past year and a half she has 
been in charge of all popular rec- 
ord promotions and is editor of 
Columbia’s “Disc Digest.” 

Miss Edwards is replacing 
Wayne Varnum, who resigned to 
form a new publicity firm, Wayne 
Varnum’ Associates. Associated 
with Mr. Varnum are Beryl 
Reubens and Marvin Drager, who | 
have been assistant publicity di-| 
rector and photo editor respec- | 
tively of the Columbia publicity | 
department. 


‘Lightcap Changes 


Claire Corbin, formerly fashion | 
coordinator and promotion direc- 
tor of Two-to-Six, has joined To- 
day’s Woman, New York Fawcett 
publication, as merchandise editor. 


cently general manager of the 
paint division of Montgomery 
Ward & Co., Chicago, has joined 
Magazines of industry, Inc., New 
| York, as business 


last | 
week started selling a new, four-| 


probable | 


Milton W. Lightcap, until re-| 


manager of | 


79 
| Modern Distribution, weekly|try. Mr. Lightcap was formerly 
| newsletter. Magazines of Indus- | director of distribution of North 


try also publishes Modern Indus- | American Philips Company. 


You'll always find a good morning at CLEVELAND'S CHIEF 
STATION. WJW has walked away with the greatest morning 
audience in Cleveland—and for many months. 


Yes—WJW mornings are beautifull And—because adver- 
tisers have seen what the day-time Hoopers show—they 
know that WJW also delivers more afternoon listeners per 
dollar than any other Cleveland station! 


mREPRESENT 


TIONALLY BY HEADL 
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to Chicago conventions. Simply send 
blowups, photos, etc., by mail. We will 


mount, cut out, etc., and install complete 
display in your booth within 24 to 36 hrs. 


Fred Mees, Bindery, @iiéxco to iL. 


Buys Pond Engineering 
American Time _ Corporation, 
Springfield, Mass., manufacturer 
of coin-operated industrial and 
photograynic timing devices, has 
purchased Pond Engineering 
Company, Springfield. The new 
acquisition will be operated as the 


ANA Studies 


Rising Ad Costs; 


| 


| 
| 


Dempewolff, assistant to the di- 


rector of advertising and sales | 


promotion for Celanese Corpora- 
tion of America, New York. He 
termed BMB the first uniform 
standard available to advertisers 


\for evaluating radio station audi- 


/ences. He told a roundtable panel 
lat the meet to “use your BMB 


Pond Engineering division and | Space Cut Seen 


will make reset time switches and | 


photographic timers. (Continued from Page 1) | 


ing, and that advertising did not | 
follow. their growth but helped its | 
advance. The greatest advertising 
sin, he said, is improper frequency | 
vin newspapers and magazines. 
Radio, Mr. Duffy said, does not 
/share this shortcoming. 


| New Advertising Plan 


A plan whereby national ad- 
_vertisers will stimulate immediate 
local sales and avoid the “cooling 
off” period between the time na- 
\tional copy is read and the con- 
‘sumer gets to a source of supply, 
|is being considered seriously by 

a group of about 35 national ad- 
vertisers, AA learned. 

Marshall Adams, _ advertising 
/and sales promotion manager for 
Mullins Mfg. Corporation, maker 
of Youngstown kitchens, said the 
ANA’s household equipment 
'group is active in furthering mt 


Robert S. Conlan recently asked seven 
percent of the radio homes within a fifty miles 
radius of Bismarck, ““To what two radio stations 
does your family listen most often?” 


KFYR was listed as one of two most- 


. vw ‘ Ke or cs | plan. 
listened-to-stations by 95.9% of the respondents. he plan, whith would make 


/use of some form of national 
communications system, could be 
‘used for about 125 national ad-| 
| vertisers, observers believe. It | 
would furnish, through national 
copy, a source of information in 
'each shopping area or the name 
of a national organization which 
would have offices in cities and 
| towns throughout the country. 
It is estimated that this service 
| would cost national advertisers 
(1%% of their budgets. It prob-| 
_ably will be used first in maga- 
zines. 
* Two responses being received from each Although details are not yet} 
family, the total equals 200% |completed, it was disclosed that | 

|\the service could be started | 
'shortly after Oct. 1. It is expected | 
now that the service, as tenta- | 
tively planned, would cover about 
5,000 towns and cities in the U. S. 
| Dealers, whose names will be 
available through a local tele- 


Next highest station—24.6‘/ .* One more proof 
that in the Great Upper Midwest, it’s KFYR. 


Your copy of this latest Conlan survey 
is waiting for you at the nearest John Blair 
office . .. or write for it. And while you're at it, 
why not ask for your copy of KFYR’s BMB 


Audience Report Reprint, showing both U. 5. 


and Canadian coverage? 


required to cooperate with the 
/manufacturer, although the extent 
,of these requirements was not 
disclosed. 


Ford Plan Discussed 


| In the planned extensive reex- 
amination of media and _ their 
coverage, considerable interest 
was shown in the $50,000 media 
survey by the Ford Motor Com- 
pany (AA, March 3), to determine 


ae OO, ae 
ye * —_————— 


ee ey 


of printed media. Observers said 

the Ford survey revealed how 

that company arrived at its con- 

° clusions as to which media are 
“A most productive from the stand- 


point of coverage, penetration and 
cost. Ford surveyed 34 maga- 
zines, newspaper supplements and 
comic groups, and is believed to 
have been using at that 
about 19. Although the working 
methods were not disclosed to the 
group, B. R. Donaldson, advertis- 
ing manager for Ford, declared 
that the company now is able to 


for its particular purposes. 

Other closed sessions left mem- 
bers with the impression that they 
could expect some additional rises 
in magazine rates. One observer 
declared: “You never get a bonus 
circulation for very long, without 
some adjustment in rates.” 

There was some optimism ex- 
pressed regarding shipments of 
newsprint from Canada, but 
others pointed out that such sup- 
plies might not be available for 
about three years, and that the 
shortage of freight cars, plus the 
length of haul, would make ship- 
ments difficult to obtain. 

The Broadcast Measurement 
Bureau got a boost from Albert S. 


the value of various combinations | 


time | 


use the best combination of media 


|data. See that your agency uses 


it. Write to stations for their 
BMB station audience reprints.” 

Hugh Feltis, president of BMB, 
was authorized at the radio coun- 
cil meeting to draw up a proposal 
asking for about $1,000,000 addi- 
tional funds to further the work 
of the bureau. 

Wheeler McMillen, editor of 
Farm Journal and Pathfinder and 
president of the National Farm 
Chemurgic Council, told the only 
open session of the three-day 
meet, April 7-9, that the farmer 
is not likely to become the de- 
pression-ridden individual he was 
following World War I. Use of 
the agricultural system to produce 
goods which can be employed in- 
dustrially probably will make the 
farmer one of the prime targets 
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of national advertisers, he said. 

In the same vein, Donald Ross, 
‘representing the Agricultura] 
|Publishers Association, told the 
meeting how farmers have say- 
_ings in the form of insurance. 
| bonds, cash, etc., amounting to 
‘about $20 billion. The gross in- 
‘come of U. S. farmers in 1946, 
/he said, amounted to $25 billion 
| for 5,800,000 farmers. The pres- 
;ent value of farms, their buildings 
|and equipment, etc., is now esti- 
mated at about $101 billion. 

Other panel discussions in- 
cluded comparison of the results 
from use of outdoor posters, car 
ecards and displays. In a closed 
session, the group discussed dif- 
ferences between the Fort Wayne 
outdoor poster study made by the 
Traffic Audit Bureau and the 
Sacramento study made by Foster 
& Kleiser, West Coast outdoor ad- 
vertising company (AA, Dec. 30, 
°46). 


Rose Agency Moves 


Charles Edson Rose Company, 
Chicago agency, has moved its 
offices to 100 E. Chicago Ave. 


YOU MIGHT PLAY 


BILLIARDS 


FOR A BILLION YEARS"— 


|}phone number, probably will be | 


BUT—Yw 


COULDNT 
INTO WESTERN MICHIGAN WITHOUT 
WKZ0-WIEF 


‘According to C. E. Hooper, WKZO-WJEF in Grand 
Rapids-Kalamazoo do a better job in these markets 
than ALL stations of any other network, combined. 


Our daytime figures are comparatively better than at 


night—but from 6 p. m. 


Audience are as follows: 
all other CBS, 6.7% . 
11.0% 


.. all NBC, 36.9% . 
_ all MBS, 6.7%! 


to 10 p. m. the Shares of 
WKZO-WJEF, 37.3% ... 
..all ABC, 


! 


To you who know WKZO-WJEF’s better program- 


ming—and to you who understand the wall of fading 


tions 
else, we sincerely say 


WKZO-W JEF. 


*Playing 24 hours per day, 
make all the 63 quadrillion possible shots, in billiards. 


that isolates Western Michigan from “outside” sta- 
these figures will be no surprise. To everyone 
... if you investigate, you ll buy 


it would take you that long to 


WJIEF 


FIRS os 
T in GRAND RAPS 
Euns KENT COUNTY (ces) 


Both owned and operated by Fetzer Broadcasting Company 
Avery-Knodel, Inc., Exclusive National Representatives 
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Improve Packages, 
Sell Ideas More, 
Specialists Say 


(Continued from Page 1) 


Angeles, described the efforts of 
the vegetable growers to develop 
pre-packaged perishable foods for 
the consumer. 

Fruit and vegetable growers 
realized in 1945, he said, that only 
a few foods cannot be easily pre- 
served by drying, canning or 
freezing, and they tried to de- 
velop packages to meet the in- 
evitable competition for the buy- 
er’s dollar when prewar condi- 
tions returned. 

Packaged vegetables, he said, 
have been extensively tested, not 
only by the growers, but by large 
chain store retailers and whole- 
salers. “I am obliged to tell you 
that the net result is that vege- 
tables and fruits, when packaged, 
will outsell the same commodi- 
ties . . . non-packaged—provid- 


ing the packaged product costs 
little or no more than the un- 
packaged one.” These _ tests 
proved, he said, that packaging 
at retail or wholesale is too ex-| 
pensive. 


The problem, as Mr. Martin 
sees it: “We must treat products 
to prevent decay . . can’t use 


chemicals which are in any way 
toxic (products) must be 
cooled and washed ... dried... 
and the cost of the entire opera- 
tion, including the cost of the 
packaging material, must not ex-| 
ceed two cents per pound.” | 


Seek Lower Costs 


The grower’s goal is to lower 
costs by consumer packaging, says 
Mr. Martin, to eliminate much of 
the present waste and spoilage 
(only one-third of every acre of 
lettuce harvested is ever con- 
sumed), help sell the product and 
reduce distribution costs. Also, 
it should bring vegetables within 
the price range of ‘25,000,000 | 
families who have less than $25 | 
a week to spend for food of all 
kinds.” 

John A. Warren, 
consultant to American Home | 
Products Corporation, told the) 
group about packaging cost re-| 
duction, mentioning notable in- | 
stances in which (1) by switching | 
from wood to fiber an outer case | 
pack was reduced from 40 cents 
per dozen to 5 cents; (2) repack- | 
aging of Anacin was necessary for | 
the Latin American market, 
where pills are bought by twos 
instead of dozens, and a box was 
discarded for a cellophane en- 
velope at a 30% saving. American 
Home—or an_ organization of | 
Similar size—should be able to 
save $250,000 a year by study of 
packaging costs, Mr. Warren be- 
lieves. 

The exposition, held in Phila- 
delphia’s cavernous Convention 
Hall, attracted nearly 10,000 spec- 
tators, and about 200 exhibitors 
were present, an increase in ex- 
hibit space of 50% over 1946's 
how and nearly double that of 
1944, 


packaging | 


New Products Shown 


Among the new products: 
Reynolds Metals Company 
howed aé dual -compartment 
minum foil package. Celanese | 
poration sprayed flowers with 
marith which keeps them fresh 
days. Union Bag & Paper 
poration showed a new wet- 
ength paper which retained 
of its strength when satu-| 
fated with water. Wehaton Glass | 
Company exhibited a new type of | 
lrug container, one compartment 
taining penicillin, the other a 
e dessicant; if moisture spoils | 
© drug, the color changes to red. 


Dow Chemical Company showed 
a new food packaging film; two- 
thousandth’s of an inch thick, it 
will support a man’s weight. Mon- 
santo Chemical Company’s plas- 
tic division, Springfield, Mass., 
showed a new transparent folding 
box. The box was developed by 
Interstate Folding Box Company, 
Middletown, O., and the Ohio 
company has completed machin- 
ery to fabricate the boxes. 


Jack Benny Leads the 
Pacific Hooperatings 


The March Pacific Network 
Hooperatings report shows Jack 
Benny in first place among the 
first 15 programs on the Pacific 
Coast, with Bob Hope second and 
Red Skelton in third place. The 
average evening audience rating 
was 9.5, a decrease of 0.5 from 
the last report, and an increase 
of 0.4 from the rating for the 
same period in 1946. 


| Hooper, Inc., at 5.2, averaged 7.6 
during its first year; changed from 
‘an hour to a half-hour in 1940 
‘and to its present name in 1944. 
| 2 ° 

| Its best 1946-47 season rating 
for $1,500,000 |'was 8.5 and currently is 6.8. In 
| New Yorx—Petroleum Advis- ‘the last 13 years it has rated from 
\ers, Inc., advertising division of | 2 to 3 points below the average 
Cities Service Company, probably for evening shows. 

|will not select an advertising| The network program currently 


agency for about two weeks, AA|takes more than half of the 


was told. Cities Service is end- | Cities Service total budget of 


, : : .., |nearly $2,000,000. About $1,500,- 
frntng reteteged eee an | 000 of the total is “commission- 
Rr Mvicig pony ry Piceees. lable’ for time and space, and the 


About 96 agencies are bidding for rest point of sale and other media. 


the account. 


The split is said to have been| Heqds Retail Unit 
due to inability of advertiser and Paul C. Fulton has been ap- 


agency to agree on program im- inted ager of th tail e 
provements in the Friday night | P°" ear o yeme a 


Cities Service 


Will Pick Agency 
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,vertising department of the Chi- 
cago Tribune, succeeding the late 
|Daniel F. McMahon. Mr. Fulton, 
|who has been assistant manager 
|of the retail division, has been on 
| the Tribune’s advertising staff for 
| the past 23 years. 


Studies Farmhouse Plan 


The University of Illinois Col- 
lege of Agriculture, Urbana, in co- 
operation with the University’s 
Small Homes Council, is making 
a study of a farmhouse designed 
to better meet the requirements 
of farm family living. Farm Jour- 
nal, Philadelphia, has made an 
initial grant of $1,000 in support 
of the study. Basic principles of 
farm housing will be embodied in 
the plan along lines approved by 
agricultural engineers, architects 
‘and home economists. 


NBC program, “Highways of | 
Melody,” which recently observed 
its 25th anniversary on the air. 
As “Cities Service Concert” the 
program was first rated by C. E. 


GIBBONS 


AOVERTISGING 


K NO 


TORONTO, MONTREAL WINNIPEG, 


J. J. GiB B ONS LTD. 


WS CANADA 


merncuayoome 7 


REGINA, 


BUYER? 


PRINTING PRODUCTS CORPORATION 


| Can Do For Them 


Equipment and Organization is unusual — Operation is Day and Night. \ 
Printing Counsel is given on Economical Production and Proper Quality. 


Should Know What 


Advertising Counsel is given on Methods, Copy and Illustrations. 


SPECIALISTS IN THE PRINTING OF 


CATALOGS - PUBLICATIONS 


and printing requiring the same kind of equipment and organization to 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention 
Dailies, Proceedings of Conventions, Directories, College and Institutional 


Year Books, Paper Covered Books, Larger Quantities of Circulars, etc. 


fee is a large volume of the kind of printing Printing Products 
Corporation is best pp i and organized to produce, so if in 
doubt, it is best to write or p 


be promptly given. 


Here is complete equipment and organization to handle all or any part 


of printing orders 


and COPY to MAILING. & 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 


Business methods and financial standing .are the best, which statement 
is supported by customers, supply houses, credit agencies, First National 
Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 
Products Corporation and associates over $1,000,000 highest standing. 


Clean Linotype 


Monotype and Ludlow 
typesetting. 


All Standard Faces 
of type ant cnecial a 


one what is wanted and information will 


in which we specialize—from ILLUSTRATIONS 


print. 


Proper Luality 


because of up-to-date equipment and best workmen. 


Quick Delivery a Baviees is often obtained 


because of automatic machinery and day and night operation. 


because of superior facilities and efficient management. Ps 


A printing connection with a large, reliable printing establishment 
will save much anxiety regarding attentive service, 


quality and delivery. 


LUTHER C. ROGERS 
Board Chairman and 
Management Advisor 
L. C. HOPPE 
Vice Chairman 
and Managing Director 
A. R. SCHULZ 
President and 
Director of Sales 


Right Price ' the great 


™.. 


= \ 
we ARE STRONG ON OUR speci® 


Products 


PRINTER SPECIALISTS 
Artists - Engravers - Electrotypers 


Telephone Wabash 3380—tLocal and Long Distance’ 
Polk and La Salle Streets, Chicago 5, Illinois 


A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Hall 
Company plant) 


New Display Type 


for all printing orders. 


— -—-tatés, if desired. 


_ Good Presswork— 
one or more colors. 


Facilities for Binding 


as fast as the presses 


Mailing and Delivery 


service as fast as 
copies are completed. 


in shipping “or--wre:!i-5_ when 
printing is done in Chicage;~_ 
! 


central market and 


distributing point. 


Puntes oe Cor cade | 
(THE FORMER ROGERS AND HALL COMPANY) : 


H. J. WHITCOMB 
Vice President and 
Assistant Director of 
Sales 
L. C. HOPPE 
Secretary 
! 


W. E. PREELAND | 
Treasurer | 
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U. S. Television 
Ships Consoles 
fo Video Centers 


(Continued from Page 1) 


more than 32,000 for some shows. 
Several taverns said they had to 
hire extra bartenders and waiters 
to keep the customers happy. 
The bartenders are regularly 
supplied with television program 
' schedules and they are doing an 
effective job of sales promotion 
for television, say company offi- 


cials. 


about $200,000 for 1947 advertis- 
ing. Black-and-white advertise- 
ments, mostly full-page, have ap- 
peared in Beverage Media, Tav- 
ern Weekly, Radio & Television 
News, Hollywood Reporter, Vari- 
ety, Beverage Retailer and other 
trade publications. 

Because material for home cab- 
inets has been scarce, most of the 
company’s advertising has plugged 
its commercial sets designed for 
taverns, hotels and clubs. How- 
ever, company officials say pro- 
duction has now increased suffi- 
ciently to justify advertising in 
consumer media. Two advertise- 
|/ments, one full page and one half 
| page, have appeared in the New 


YPOGRAR TY. 


_we have what it takes...type faces 
second to none...expert craftsmen... 
typography efficiently produced for 
the letterpress and offset processes. 


| Advertisements « Brochures « Catalogs « Publications 


CRAWFORD COMPOSITION CO., inc., 161 W. Harrison St., Chicago 5, Phone WEBster 7936 


\York Times, featuring a projec- | 
emphasizing “the first and only | 
‘company to offer BIG picture | 
home sets now.” Additional simi- 
lar advertisements will be car- 
ried by newspapers in all cities 
with television stations. Huber 
Hoge & Sons, New York, is the} 
agency. 


Three Models Available 


U. S. Television now has three 
models on the market, all con- 
soles with AM, FM and _ short 
wave radio and a record changer. 
The price for the direct view set 
with a 7x9” screen is $895, the 
home projection set with a 15x21” 
screen is $2,400, and the tavern 
projection set with the same 
screen size is $2,350. Installation 
price on all is $85. 

The company also offers cus- 
tom built models, some of which 
are built into walls, for prices 
ranging over $3,000. Table models 
are reportedly in the works but 
will not be ready for the market 


| petitors 


for an indefinite period. 


U. S. Television will not dis- 


U. S. Television has budgeted |tion type console with the copy | close how many of its sets have 


been sold but it claims leadership 
in the projection-type receiver 


| field. The sets are sold by both 


dealers and 
stores. 
Although U. S. Television ap- 
pears to have the jump on com- 
in the _ projection set 
market, both RCA Victor, Cam- 
den, and the Philco Corporation, 
Philadelphia, will have large 
screen sets on the market soon. 


Stern Expands 


Edward Stern & Co., Phila- 
delphia printer, has opened a 
service office in the Court Square 
building, Baltimore, under the di- 
rection of Martin P. O’Malley, a 
member of the company’s sales 
organization. 


large department 


Ziv Names Zwahlen 


Guy F. Zwahlen, formerly com- 
mercial manager of Station 


| WLOK, Lima, O., has been named 


an account executive of Frederic 
W. Ziv Company, Cincinnati tran- 
scription firm. 


C] Incisive ch 
C) Paper qual 


3. Dandy Ro 
Lj Inking roll 


Engravers 


ne 


1. Brightness 


aracter of type 
ity measured by whiteness 


(| Sharpness of outline in engraving 


er ona press 
tool 


) Roll used to smooth or watermark paper 


Test your word knowledge 


of Paper and Printing 


) Mechanically-produced finish on paper 
() Varnish coating on paper 
(] Special paper for printing calendars 


Printing Solids 


() Over-inked areas in a form 
() Type larger than 72-point 


() Part of plate for printing solid color 


Brightness is that 
printing paper measu 


1 


reflectance 


ized conditions. For new beauty and 


brightness, printers and 


printing who have long 


Trufect* for quality fin 


results in the new 1947 Trufect. 


? Supercalendered Finish is a 


mechanically-produce 


paper, obtained by pressing the 
sheet between alternating hard and 


soft rolls. Fine finish is 
features of new 1947 Tru 


under certain standard- 


ANSWERS 
quality in 
red by its 
wire and 
watermark paper or to 
surface of the sheet. 


Fourdrinier 


buvers of 
preferred 


1 sparkling 


d finish on 


one of the 


fect. volume production. 


Dandy Roll is a skeleton roll— 


which is supported above the 


Printing Solids are 

plates used in printing solid col- 
ors. Even large solids print velvety 
smooth on the new 19% 
—a companion grade to the famous 
Trufect. Combining dependable 
printability with economy, the new 
Kimfect is a high quality paper for 


used to 
smooth the 


is 


portions of Trufect and Kimfect. With 


47 Kimfect* 


NEENAH, 


2. Supercalendered Finish 


whiter, brighter surface, greater 
ink receptivity, and better general 
printability, they contribute added 
quality to fine printed pteces 


KIMBERLY-CLARK CORPORATION 


PRINTING PAPERS 


For more effective printing, 
specify new 1947 fully coated 


A PRODUCT OF 


a 


WISCONSIN 


* TRADEMARK 


1872 — SEVENTY-FIVE YEARS OF FINE PAPER MAKING—1947 
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“Upside Down’ 
Apex Cleaner 
Shown in Ads 


(Picture on Page 1) 


CLEVELAND — Apex Electrica] 
Mfg. Company offers the house. 
wife a new slant—an “upside 
down cleaner” she can inspect — 
in adopting a new copy and illus- 
tration approach for its home 
cleaners in national magazine ad- 


vertising. 
The .opening ad, headlined 
“Look inside before you buy,” 


broke last week in The Saturday 
Evening Post and the April Coun- 
try Gentleman. The two-color 
page insertions show the under 
side of an upright-type vacuum 
cleaner, with performance and 
construction features described in 
short phrases grouped about the 
illustration. 

Apex officials say the sales ap- 
peal of the “upside down” cleaner 
proved highly effective in dealer 
store tests. : 

The “Look inside before you 
buy” theme will be used again in 
May insertions featuring the Apex 
washer. In addition to its sched- 
ule in the Post and Country 
Gentleman, Apex is_ regularly 
using two-color insertions in Bet- 
ter Homes & Gardens, Good 
Housekeeping and Ladies’ Home 
Journal. 

The cleaner ad is part of a mer- 
chandising package that includes 
direct mail, counter cards and 
blow-ups for dealer use. Retail- 
ers have been urged to use the 
“upside down” approach in their 
sales presentations, as well. 

Meldrum & Fewsmith 
agency. 


is the 


Joe Edwards Forms 
Own Agency in Houston 


Joe Edwards has withdrawn 
from Gano - Bachrodt - Edwards, 
Inc., to form his own agency, Joe 
Edwards Company, with tempo- 
rary offices at 1202 Union Na- 
tional building, Houston 2. 

Accounts handled by the new 
agency are: Houston Chronicle: 
Builders’ Fireplace & Supply 
Company; Burlington-Rock Island 
|R. R. Company, passenger serv- 
|ice; Cravens, Dargan & Co., gen- 
| eral insurance; Macrolyn, Inc., 
|Neotron self-surfacing plastic 
panels; National Point - of - Sale 
|Label Service, Inc.; Texas Soap 
|Mfg. Corporation, all in Houston, 
and Slats-O-Wood Awning Com- 
pany, San Antonio. 


| 


ae? 
Hear What The Water 
And Sewage Men Say 


“In our dept. the annual Refere & 
Data Issue of Water & Sewage W 
is in constant use, and consid 
time and money have been sav 
reference to the many tables, « 
articles, tips, gadgets, engineering 
struction, maintenance and opé S 
| information, as well as a wealth « : 
| vertisement in these issues.” 

General Superinten< 


| So reserve space now for the big 

1947 issue which covers both the 

ican Water Works and Sewage V 

|; conterences., 

| Closing dates: June 1st—Refers « 
Data Section. 

July lst—Display Advertising 


WATER & SEWAGE 
WORKS 


22 W. MAPLE ST., CHICAGO 10, lL 


HE YOUN ~ CLEVELAND ~ (OS ANGELES ~ Sux {1160 
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lawmakers Favor 
'Go Slow’ Policy 
on Postage Hikes 


WASHINGTON—The proposal for 
, general hike in postage rates 
neaded for a pigeonhole last week 
as the chairmen of the House and 
Senate postal committees inclined 
toward a “go slow” policy pend- 
ing further study of Post Office 
Department efficiency by com- 
petent business experts. 

While some increases in most 
classes are still a possibility, most 
of the more extreme proposals, 
particularly for second and third 
class, are likely to wait until Con- 
ress learns how much of the 
mounting $300,000,000 deficit can 
pe offset by operating economies. 

Senate committee members 
listened with evident interest as 
representatives of the National 
Publishers Association described 
business engineering methods 
yhich, according to Walter T. 
Fuller, president of NPA and 
urtis Publishing Company, might 
lip upwards of $250,000,000 from 
he department’s overhead. 

The signal for a cautious ap- 
proach came, however, from Rep. 
dward Rees (R., Kas.), sponsor 
f H. R. 2408, the bill incorporat- 
ng departmental suggestions for 
174,000,000 in new revenue. 


Rees Seeks Study Funds 
After three weeks of hearings, 


Rep. Rees on Wednesday intro-| 


Huced a bill asking $25,000 toward 
b full-scale study of the Post Office 
Department’s structure and oper- 
pting methods. 


Risberg, a business consultant re- 
tained by NPA, he explained that 
it would be impossible for a firm 
to survive in a highly competitive 


|}industry if it did not control its | 


costs. 

He described the continuous 
cost studies maintained by Curtis. 
With only a 4% profit margin, 
these cost studies are essential, 
he explained. 

Three times, Senator Langer re- 
called Mr. Risberg to elaborate on 
the possibility that postal over- 
head could be cut $100,000,000 
during the first year and $50,000,- 
000 more during each of the next 
two years. 

The cost expert, who had al- 
ready submitted a detailed outline 
of the possible savings, explained 
that any effective cost control in 
the Post Office must rest on con- 
tinuous year-by-year work. 

“After the first few years, sav- 
ings would come in small chunks,” 
Mr. Risberg said, “but they would 
repay hundreds of times the cost 
of making the studies.” 


Would Take Six Months 


He estimated that the original 
survey could be completed in six 
months, and that it would cost 
$75,000 to $150,000. 

The NPA presentation was off 
to a rough start Tuesday when 
Senator Langer produced a copy 
of the NPA “Bulletin” reporting 
that members of the committee 
“were not familiar with postal 
policy and postal economics.” 

There was a noticeable lessen- 
ing of the tension, however, as 
Sen. Raymond Baldwin 
Conn.), Sen. Edward Thye (R., 
Minn.) and Sen. Herbert O’Con- 


nor (D., Md.) warmed to the pro- | 


| 


His action is an incentive for | 


hther committee members to pare 
flown rate proposals, calling for 
verage increases of 40% for most 
lasses, but 300 to 500% for many 
ypes of second class publica- 
10ns. 

It also raised the possibility 
hat the House committee may do 
bothing more than recommend re- 
ewal of the 3-cent first class rate 
nd a few other existing rates 


hich would otherwise expire | 


une 30. 

On the other hand, in the course 
f its hearings, the committee has 
ured “compromise” offers from 
mportant users of third class and 
arcel post, and some users of 
cond class. 

Some of these offers could be 
eflected in any interim proposal 
eported this session. 

Similar to Hagen Plan 

The 

| last week by Rep. Harold 
ittee member, but it is some- 
broader. Moreover, unlike 
he Hagen resolution, it provides 


unds to begin the work (AA, | 


pril 7). 
In his appearance before the 
benate committee, Mr. Fuller ex- 
ressed surprise that the Post Of- 
ce, one of the largest businesses 
the country, had little facilities 
ontinuous cost studies such as 
used by private industry. 
Fuller spoke after Howard 
triich, NPA vice-president, and 
ice- chairman of McGraw - Hill, 


My 


ad warned that higher postage | 


| 


would drive “profitable 
ail, 

erting that the “cure” for 
istal deficit is in “more vol- 
’ Mr. Fuller argued that the 
tment must turn to “econ- 
ff costs” and “effective pro- 


H ‘promised that publishers | TO Taylor-Howe-Snowden | 
“in 


i cooperate in every way 
izing the benefits of the 
service,” through the fa- 


posal for an efficiency study. 

On Wednesday, Sen. Langer ac- 
knowledged that he was “in- 
trigued” with the idea. He 
thanked NPA for “spending $30,- 
000 on this report” and invited 
Mr. Risberg to remain in Wash- 
ington over the weekend for fur- 
ther talks with the committee. 


Pushes Penalty Rates 


His interest in the efficiency 
study, however, did not deter him 
from pressing Charles E. Sweei, 
advertising director of Capper 


Publications and the Agricultural 


|Publishers Association, on one of 


study resembles a _ pro-| 


en (R., Minn.), another com- | 


his favorite ideas: 
on publications with heavy ad- 
vertising. 

As Mr. Sweet appeared to file 
a statement for the agricultural 


publishers, Senator Langer asked | 


|why publications with high per- 
centages of advertising shouldn’t 
| pay special rates. 

Mr. Sweet pointed out that they 
‘already do pay heavy zone rates, 


and added that a further tax on) 


advertising would drive publish- 
ers into uneconomical operations. 
“Only after the paper shortage 
forced them to run over 50% ad- 
vertising did most farm papers 
show a profit,” Mr. Sweet said. 
| ‘You pay more for paper, taxes 
and labor than you did. 
|shouldn’t you pay more for dis- 
tribution?’ Senator Langer asked. 
For himself, Mr. Sweet said, ‘a 
small increase’? would be possible. 
He warned that the 100% increase 
proposed by the Post Office would 
be far more than most farm pa- 
pers could stand. 


Glenmore Boosts Bruder 
| Harry E. Bruder, assistant gen- 


rate second class traffic from | ora) manager, has been promoted 


|to vice-president and_ general 
manager of Glenmore Distilleries 
Company, Louisville, and _ has 
been elected to the board of di- 
|rectors. He succeeds the late 
| John A. Bolger. 


Taylor - Howe - Snowden, with 
| offices in Chicago, New York, Dal- 


llas, Los Angeles and San Fran- 
cisco, has been appointed national 


“es of their editorial and ad-| representative of the Iowa Tall 


ng departments. 


A 
A 
“a 


|Corn Network, Des Moines, and 


ompanied by Clifford W.! its individual member stations. 


(R., | 


Penalty rates | 


Why | 
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in a test, sold 255 jars of cheese and 


PROFIT-MAKER—Nabisco salesmen are cooperating in building displays like 
this one, featuring Premium crackers and five-ounce glass jars of cheese, which, 


113 one-pound packages of crackers in 


three days. 


Atomic Scientists 
Open ‘Bulletin’ 
to Advertising 


Cuicaco — Probably the most 
|impressive publication to go after 
advertisers’ dollars this year is 
the Bulletin of the Atomic Scien- 
tists, which last week announced 
a basic one-time rate of $500 for 
page ads, effective May 15. 

Despite having grown in the past 
year and a half to 19,000 circula- 
tion, the Bulletin is little known, 
except to influential members of 
Congress, of industry and science 
and in foreign governments. This 
circulation that many a publisher 
might envy has not been actively 
solicited—but shortly will be. 

Along with its action opening 
covers to advertising—and that is 
restricted to “dignified” copy— 
the Bulletin will begin newsstand 
circulation. The latter will start 
with a test in New York con- 
ducted by Bertram Garmise, cir- 
culation director of Encore and 


ture, who has set up his own cir- 


York. George Biderman, formerly 
of ADVERTISING AGE, is advertising 
and public relations manager of 
the Bulletin. 

Launched soon after the Hiro- 
shima attack in the fall of 1945, 
the Bulletin originally was a four- 
page sheet put out by Chicago 
atomic scientists for fellow scien- 
tists elsewhere. It is still pub- 
lished by the Atomic Scientists of 
Chicago. Since the first of the 
year it has been subsidized by the 
Emergency Committee of Atomic 
Scientists, of which Albert Ein- 
stein is chairman. 

Editors are H. H. Goldsmith, 
now of the Brookhaven, N. Y. 
atomic laboratories, and Eugene 
Rabinowitch of the University of 
Illinois. All editorial help is vol- 
|untary. Offices are at 1126 E. 59th 
St. here, a University of Chicago 
address. Subscription price is $2. 
Single copies will be 25 cents 
when copies go on newsstand sale 
in June. 


| 


Fallon Joins Davis 


James L. Fallon, formerly ad- 
vertising and publicity director of 
Allied Studios, Inc., Henderson, 
Nev., has joined the copy and 
merchandising staff of Davis & 
Co., Los Angeles agency. 


Joins Brisacher Agency 


Jim Christopher, former cre- 
ative account executive of Foote, 
Cone & Belding, has joined the 
Los Angeles office of Brisacher, 
Van Norden & Staff. 


CBS Promotes 
Package Shows 
with Circular 


New YorK—The Columbia 
Broadcasting System last week 
listed most of its package pro- 
grams available for sponsorship, 
with a descriptive paragraph on 
each, in a newsletter type of pro- 
motion piece and mailed it to 
clients, leading advertisers and 
advertising agency officials. The 
circular was signed by Herschel 
Williams, director of commercial 
program development for the net. 

CBS officials say they believe 
this is the first time a network 
has used this type of sales pro- 
motion for available programs. 


The circular lists 22 shows, 
three of which, “Doorway to 
Life,’ “Time for Escape” and 


“Martin Stone,” never have been 
publicized or broadcast. 


The Saturday Review of Litera-| 


“Doorway to Life” is described 
as both a drama and public serv- 
ice show, presenting ‘authentic 
case histories of problems in child 


|rearing,” for daytime or evening 
culation consultation firm in New | 


broadcast. 

“Time for Escape” is a_ half- 
hour drama for evening broad- 
cast, and ‘Martin Stone” is a 
quarter-hour, five-a-week day- 
time series about a lawyer and 
his solutions of problems in an 
average community. 


Co-op Programs Prove 
Profitable to Stations 

In its April 7 issue, ADVERTISING 
AGE, in a story on radio coopera- 


tive programs, said that many 
local stations sell the programs 
for three and four times what 


they pay the networks, referring 
to Harold Day, sales manager of 
co-op programs for the American 
Broadcasting Company, as au- 
thority. 

More explicitly, 
should have read: “Co-op pro- 
grams are highly profitable to 
local stations because the station 
earns for itself the revenue for 
the advertiser’s air time, return- 
ing to the network only the talent 
charge. Local time costs usually 
average from three to four times 
the amount involved for the 
talent.” 


the statement 


‘Prefab Group Elects 


Austin Drewry of Gunnison 
| Homes, Inc., New Albany, Ind., a 
| subsidiary of United States Steel 
|Corporation, has been elected 
president of the Prefabricated 
Home Manufacturers’ Institute. 
Other officers are John Pease, 
Pease Woodwork Company, Cin- 
|cinnati, vice-president, and Hart 
| Anderson, Page & Hill Company, 
| Minneapolis, secretary-treasurer. 
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Anti-Trust Truce 
Asked for Special 
Newsprint Group 


WASHINGTON—The Senate news- 

print probe was climaxed Wednes- 
day as Republican committee 
| members asked Congress to grant 
|broad powers to a nine-man in- 
dustry committee to deal with 
|newsprint emergencies affecting 
| individual newspapers, magazines 
| and other periodicals. 
The nine-man group, to consist 
|of three ANPA members, two 
'from the National Editorial As- 
sociation, two United States news- 
| print mill executives, one jobber 
;and one magazine publisher, 
/would have anti-trust immunity 
| for one year, to assess the appeals 
| of needy applicants. 

It would try to arrange for the 
release of paper destined for a 
contract consumer, and would de- 
|termine the amount and type of 
compensation for the cooperating 
mill and contract customer. 
| To avoid the implication of a 
monopolistic conspiracy, the 
group’s chairman is to be selected 
by the Attorney General and the 
FTC Chairman. 


Publicize Actions 


It is to keep written records of 
all actions, and to submit a 
monthly report for publication by 
the FTC, revealing the identity of 
all applicants and the steps taken 
in each case. 

The bill was introduced by Sen. 
Homer Capehart (R., Ind.), news- 
print committee chairman, fol- 
lowing a meeting with an industry 
committee established last month 
to formulate plans toward a solu- 
tion of hardship cases, short of 
government rationing. 

The committee is authorized to 
conduct, or cause to be conducted 
| by such agencies as it may select, 
an investigation to determine: 
| “1. The volume of newsprint 
consumed annually by each ap- 
|plicant prior to the date of en- 
|actment of the act; 

“2. The rate of consumption of 
| newsprint by such applicant at 
| the time of the submission of the 
| application; 

“3. The quantity of newsprint 
constituting the minimum demon- 
| strated economic need of such ap- 
|plicant for the period ending one 
|year from the enactment of the 
| act.” 


BMB Names Five 
New Directors 


The Broadcast Measurement 
Bureau last week announced the 
| appointment of five new members 
to its board of directors, three of 
them representing the National 
Association of Broadcasters and 
two the Association of National 
Advertisers. 

The three NAB representatives 
are Hugh M. Beville Jr., director 
of research, National Broadcast- 
ing Company; E. P. H. James, 
manager of sales operations, Mu- 
tual Broadcasting System, and 
Hugh Terry, manager of Station 
KLZ, Denver. The two ANA rep- 
resentatives are R. E. Davis, man- 
ager of sales research, Goodyear 
Tire & Rubber Company, Akron, 
and Albert S. Dempewolff, assist- 
ant to the director of advertising 
and sales promotion, Celanese 
Corporation of America, New 
York. 


National Highway Users 
Name Paulin & Associates 


National Highway Users Con- 
ference has retained Leo J. Paulin 
& Associates, Washington inde- 
pendent 


radio producer, to pro- 
duce a series of 15-minute tran- 
scriptions depicting the role of 


highways and motor transporta- 
tion in the development of Amer- 
ica. 

The series, called “Ribbons of 
Progress,” will be distributed by 
the National Highway Users Con- 
ference. Plans call for its com- 
pletion within two months. 
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“Wom tne April when they woo + 4 A 


—\) ceomber When thoy wed * ) 


* apologise to Shaken peane, ( ~~ 


Shakespeare—him or them—was a very smart fellow. He goes 
on to note that, when a man is April, a maid is May. All chances being equal, 
she thus manages to keep one jump ahead of him all the rest of their lives. 


Her constant ability to produce the right response at the right time — 
to seek eternally the living values of current import to her nearest and dearest 
— goes all the way from hot mustard foot baths to the magazines she reads. 


We like to think that the extraordinary success of our magazine springs 
from a recognition of this omnipresent feminine characteristic. 


We believe that in the Journal women find more values 
for living. And, since women read to live — and bring their reading to living, 
many advertisers tell us they believe their messages in the 
Journal share this special living scrutiny. 


“Never Underestimate the Power of a Woman" may have started 
as a solo; today it is practically a chorus. 


JOURNAL 


That te: 
beautiful 
interesting 
friendly F 
a limit to 
liest deale 
notice. 


“Plymot 
competitor 
world’s gr 
nal, 

When 1 
nowadays, 
price tags. 


All of 1 
about red 
aimed at 
far no p 
thing to si 
of farm p 


Market 
search gol 
ing the 
Reynolds 
to think « 
lating mai 


Dog fe 
now addi 
cats, so th 
ing whisk 
‘coming u 
search or; 


“Rate ¢ 
of your ac 
the ABP, 

No wor 
ads inviti 
hang up 1 


Adverti 
in which 
the older 
reports. 
gals have 
goes on i 


A com 
spectaculs 
that it h 
vertising 
do those ; 
anyway? 


The os 
may have 
never bul 
asserts tk 

That | 
ostrich m 
tries to k 


Frederi 
transeribs 
Rough Pi 
unsolicite 
Ace is a 
the funny 


Harry | 
of what | 
the listen 

Sounds 

in’t mal 


Allen | 
chess 
recent p 
eeded in 
1 both 


Atomi 
* to ad 
tory. 

_ They r 
fast a lit 


E 
, PUB 
EL 2 “yo a 
Co .< x ” GF ies 
Q\ gre BS 3) or 
at Os en al 
Gu} _ 
i J YY 7 
: 
Ry x | 
? 1\ _ 
ia 4) _ 
f bs 
ee vy (2 7 
EL + 
ee 
Qodisc’ Linus, A? 7 


